Advertising Age | 


Entered as second-class matter Jan. 6, 1932, at the post office Chicago, Ill., under the act of March 3, 1879. Copyright, 1950, by Advertising Publications, Inc. 


Ad Specialties 
Rules Greatly 
Altered in NY 


$25-a-Year Maximum 
Retained, but Labor 
Costs Not Included 


New YorK—The New York State 
Liquor Authority has announced 
the repeal of Rules 3 and 11 of 
its regulations, and substituted two 
new rules bearing the same num- 
bers. The new Rule 3 re-defines 
brand signs, the new Rule 11 re- 
lates to advertising specialties, and 
rigid bookkeeping requirements 
are imposed on specialties. 

Last November the state board 
repealed the regulation which al- 
lowed distributors the right to give 
advertising specialties to retailers. 
It also proposed a ruling which 
would have curtailed window-dis- 
play material drastically (AA, 
Nov. 14, ’49). 

Both these actions caused wide- 
Spread protest from brewers, dis- 
tillers, graphic arts industry and 
advertising groups. The new rul- 
ings, according to the authority, 
have been devised to take into ac- 
count industry’s reasonable pro- 
tests. 


s The new Rule 3 on brand signs, 
already effective as of Feb. 15, de- 
fines at length the type of interior 
Signs which may be used in tav- 
erns. Particularly, it restricts the 
copy to an accurate statement con- 
cerning the product. 

In the long list of restrictions are 
those against obscene statements, 


New kind of baby cereal helps 
prevent later “feeding problems” 


find it for easier & 
the other wold fonds he mort lore to mab 


TIKE TEST—Cream of Wheat Corp., Min- 
neapolis, is testing this 1,000-line inser- 
tion in Twin City newspapers for its new 
Tike baby cereal, said to have a texture 
enabling babies to learn the “feel” and 
taste of solid foods. The agency is Bat- 
ten, Barton, Durstine & Osborn. 


endorsements by athletes and use 
of any graphic or pictorial mate- 
rial which gives the false impres- 
sion of an endorsement. 

Rule 3 also prohibits signs which 
have “a utility or secondary val- 
ue,” such as baseball or football 
schedules. The same size limit is 
in effect, 15x18” or 270 square 
inches. But if the sign is made up 
of two or more parts, the area of 
the total cannot exceed 270 square 
inches. Both these provisions are 
designed to prevent former abuses 
of the ruling. 


a Most important, according to the 

authority, is the provision affecting 

the total expenditure for window 
(Continued on Page 8) 


Sunday Papers’ Ad Gains Trouble 


Department Stores, 


New YorkK—Evening newspapers 
must take stringent steps to re- 
cover their losses in department 
store linage to Sunday newspapers, 
William Tobey, vice-president of 
Abraham & Strauss, believes. 

The change in department store 
advertising habits from evening 
to Sunday editions also means con- 
siderable change for the stores 
themselves, he emphasized. 

“From our point of view, it can 
create tremendous service prob- 
lems,” he pointed out. “If we build 
up our sales personnel to take care 
of the big Monday volume result- 
ing from Sunday advertising, how 
is this personnel to be used profit- 
ably the rest of the week when 
business tapers off? And how are 
we going to organize the adver- 
tising staffs in the stores?” 

Newspapers, he believes, may 
be plagued with a similar prob- 
lem: How to handle staffs organ- 
ized for peak weekend business? 


® Mr. Tobey thinks department 
Stores want healthy evening news- 
Papers but he believes the im- 
s Mediate job of the newspapers is 
to do necessary research and study 
to save themselves. “The fact is,” 
he-says flatly, “that we have found 


Tobey Declares 


Sunday advertising to be more 
productive than daily advertising. 
Why is this so? It is for the dailies 
to find the answers and do what 
it takes to reverse the trend... 
“I’ve heard it said that the Sun- 
days pull better because we give 
(Continued on Page 54) 


Creative Man 


is sold on groceries 
but not on cars. See 
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Straight Whisky 
Gains Fast; Ad 
Expenditures Up 


National, Schenley and 
Publicker Lead; Blends 
Lose Share of Market 


New YorK—In December last 
year, 28% of all bottled whisky 
was made up of straight whisky, 
the highest percentage since 1944 
when straights comprised 44% of 
the market. 

In 1950 the percentage of 
straights will probably reach a 
minimum of 35% and may even 
reach 45% if the current trend con- 
tinues. 

Advertising expenditures on 
straight whiskies, chiefly on bour- 
bons, will not only advance pro- 
portionally but may even top the 
sales percentage gain. The only 
thing which may tend to hold 
straight whisky expenditures down 
slightly is the expected ad effort 
by distillers of blended whiskies to 
try to recapture some of their lost 
ground. 


a A glance at comparative adver- 
tising expenditures on straights in 
1948 and 1949 gives an idea of the 
trend: 

National Distillers, leading 
straight bourbon producer, spent 
approximately $1,500,000 for the 
promotion of its straights in 1948. 
Last year expenditures on about a 
dozen of these neared $3,000,000. 

Schenley Distillers spent $1,500,- 
000 on about nine -branded 
straights in 1948 and increased 
that by $1,000,000 in 1949. 

(Continued on Page 6) 
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Jameson’‘s Advertising 
Is ‘Sold’ to Salesmen 


Several Lever 
Execs Out; Cut 
in Pay Rumored 


New YorK—Last week top exec- 
utives of Lever Bros. Co. were 
denying rumors of major organiza- 
tional changes in personnel, but 
were noncommittal as to their in- 
dividual status and a report that 
the executive staff had been asked 
to take salary cuts or submit res- 
ignations. 

In Chicago, the company had 
already received the resignation 
of Henry F. Woulfe, vice-president 
in charge of midwestern opera- 
tions, early in the week. Mr. 
Woulfe will continue in his present 
capacity until May 1. 

In New York, H. Gordon Scow- 
croft, director of consumer re- 
search, will join Campbell Soup 
Co. in an executive capacity for 
merchandising and research opera- 
tions. 


s Still another resignation in New 
York involved William J. Watts, 
a Lever space buyer, who switched 
to the media department of Cecil 
& Presbrey. 

James A. Reeves, director of 
purchases for Lever, also an- 
nounced his resignation to the 
company. Mr. Reeves, who has 
been in poor health for several 
months, will continue to serve 

(Continued on Page 55) 


Last Minute News Flashes 
Curtis McGraw Succeeds His Brother 


New YorK—James H. McGraw Jr., president and chairman of the 
board of the McGraw-Hill Publishing Co., has resigned for reasons of 
health. He will be succeeded by Curtis W. McGraw, his brother, vice- 
president and treasurer of the company and vice-chairman of the 
board. Col. Willard Chevalier, senior vice-president, becomes executive 
vice-president, and Joseph A. Gerardi, vice-president and attorney, 
becomes treasurer. James H. McGraw has been chairman of the board 
and president of the company for the past 20 years, since the retirement 
of his father, founder of the business. 


Anderson Succeeds Harrington at Donnelley 


Cuicaco—A. M. Anderson, general manager of the direct mail di- 
vision, Reuben H. Donnelley Corp., has been advanced to vice-president 
in charge of the division’s Chicago, New York and Los Angeles offices. 
He succeeds D. L. Harrington, vice-president, who becomes chairman 


of the executive committee. 


Berghotf Beer Appoints George Hartman 


Fr. Wayne, Inp.—Berghoff Brewing Corp. has appointed the George 
H. Hartman Co., Chicago, to handle all advertising and promotion for 


Berghoff beer. 


McCann Is First Clark Bros. Gum Agency 

PirtsBuRGH—Clark Bros. Chewing Gum Co. has named McCann- 
Erickson, New York, as its agency for Teaberry and Tendermint gum. 
The account will be serviced by McCann’s New York and Cleveland of- 
fices. The company had no previous agency of record. 


Squibb to Run Another ‘Tooth Decay’ Drive 

New YorK—E. R. Squibb & Sons will follow its present series of ads 
titled “Facts about Tooth Decay” in a dozen magazines with a second 
series titled “What you should know about tooth decay.” Cunningham 


& Walsh handles the account. 


(Additional News Flashes on Page 55) 
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Sales Meeting Stresses 
$100,000 March Drive 
for Gallagher & Burton's 


By Bruce BRADWAY 


LOUISVILLE—William Jameson & 
Co. division of Seagram-Distillers 
Corp. in March will run special 
newspaper ads daily in 35 papers 
in 32 markets, boosting Gallagher 
& Burton’s whisky. The insertions, 
ranging up to 700 lines, will appear 
six days a week in the same posi- 
tion in each paper on the schedule. 
Total budget for the drive will ex- 
ceed $100,000. 

Plans for the campaign were dis- 
closed here Friday at an unusual 
sales meeting devoted primarily 
to advertising. The 70 division and 
state sales managers and their 
salesmen were given an impressive 
course in the objectives of Jame- 
son advertising and the strategy 
behind the Gallagher & Burton’s 
plans. Conference keynote was the 
slogan: “You are selling advertis- 
ing too.” 


= Idea for the meeting originated 
last fall in a meeting of top Jame- 
son & Co. executives. Advertising 
Manager Alf C. “Ace” Ebbesen 
and Sales Manager Henry Morris 
agreed that liquor salesmen gen- 
erally are woefully undersold on 
the value of advertising and de- 
cided that as far as Gallagher & 
Burton’s was concerned, they 
would do something about it. 

The result was a two-day ad- 
vertising pitch that left few stones 
unturned. Mr. Morris opened the 
meeting with the question: “What 
sells our whisky? The natural con- 
clusion,” he continued, “is adver- 
tising. Ninety per cent of the mil- 
lions of bottles of Gallagher & 
Burton’s whisky bought by the 
public every year are bought on 
the call or demand created by our 
advertising. 

“The whisky in the bottle, plus 
the way we advertise and, finally, 
how you use this advertising, mea- 
sures the success of our job. We’re 
not getting every last ounce of 
help from our advertising. That’s 
why we’re here today. ‘ 

“Your success as whisky sales- 
men,” Sales Manager Morris con- 
tinued, “will largely be based on 
our ability to sell advertising right 
down the line from the distributor, 
through his salesmen, to the re- 
tailer, the retailer’s clerks or bar- 
tenders and the consumer. If you 
don’t know how to use this all- 
important tool...then you are not 
equipped to sell merchandise in 
the second half of this 20th cen- 
tury.” 


s Jack Wishny, assistant general 
sales manager for William Jame- 
son & Co., opened the advertising 
presentation by listing six steps, 
“which represent the most im- 
portant phases of our operation 
—dquality; packaging; distribution; 
trade advertising; newspaper ad- 
vertising, and point of sale adver- 
tising.” 

Other speakers took up each of 
(Continued on Page 51) 
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Thatcher Buys Mars Agency 


Mars Advertising Agency, St. 
Louis, has been purchased by R. 
E. Thatcher and has been renamed 
Thatcher Advertising. Mr. Thatch- 
er, who has been associated with 
the Mars agency for several years, 
will continue to operate from 809 
Ambassador Bldg. 


To Dudgeon, Taylor & Bruske 


Dudgeon, Taylor & Bruske, De- 
troit, has been appointed to handle 
the advertising of Clinton Products 
Co., Clinton, Mich. Trade publica- 
tions will be used. 


Appoints McCain Agency 
Tri-State Engineering Co., In- 
dianapolis, has named McCain & 
Associates, Indianapolis, to direct 
its advertising and sales promotion. 


COVERS OAKLAND, 
CALIFORNIA AT 
LOWEST COST 
PER 1,000 


Represented nation- 
ally by Burn-Smith 
o., Inc. 


Loss of Seller's 
Market Pleasing to 
Sellers: Kirschner 


HoLLywoop—A buyer’s market 
is an advertiser’s opportunity, but 
a seller’s market never was, Her- 
bert H. Kirschner, president, Ad- 
vertising Association of the West, 
pointed out to members of the 
Hollywood Advertising Club last 
week. 

By the same token, he said, he 
doesn’t think most sellers want a 
seller’s market, because such a 
situation means they haven’t got 
much to sell. But a buyer’s market 
offers a wide-open sales potential 
to those who can and will get out 
and sell. 

Mr. Kirschner said he felt these 
facts should be brought out be- 
cause he sees on every side a mal- 
ady he described as “sales curve 
staggers.” These have been brought 
on by the forebodings of those who 
think that because there obviously 
will be some changes in present 


sales curves, they must be down. 
This does not necessarily follow, 
he declared. Bank savings alone 
now total $211% billion as of Jan. 
31, proving that people have the 
means to buy from those aggres- 
sive enough to sell them some- 
thing, Mr. Kirschner declared. 


Miller Publishing Co. 
Elects New Officers 


H. J. Pattridge has been reelected 
president of Miller Publishing Co., 
Minneapolis. Carroll K. Michener, 
editor of Northwestern Miller and 
executive editor of the company’s 
four business papers, and Wayne 
G. Martin Jr., manager of the New 
York office, have been named vice- 
presidents. 

William C. Nichols, vice-pres- 
ident, has retired. Harvey E. Yan- 
tis, editor of Feedstuffs, has been 
named secretary. 


Amplex Appoints Rickard 


Amplex Corp., Brooklyn, manu- 
facturer of industrial, municipal 
and display lighting equipment, 
has placed its advertising with 


Rickard & Co., New York. 


All they think about in here is The Des Moines Sunday Register 
since getting all that lowa-wide business! 


It is something to think about: ove paper providing all-state 


coverage! This is exactly 


what The Des Moines Sunday 


Register does for you—dominates 82 out of lowa’s 99 coun- 
ties with family coverage of from 50% to 100% (nowhere 
else does it have less than 25% coverage). 


With The Des Moines Sunday Register you get a choice 
urban market that outclasses Boston or San Francisco in 
spending—and a farm market that has no equal. Altogether, 
lowa families spend over 5 billion a year. And, where 
income in so many states dropped last year, lowa’s family 
income grew—more than any other state. 


Just think! 70% of all lowa’s families are yours in The 
Des Moines Sunday Register for a milline rate of $1.63! 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


THE DES MOINES REGISTER ann [TRIBUNE 


ABC Circulation September 30, 1949: 
Daily, 363,066—Sunday, 520,338 


Advertising Age, February 27, 195 


Chicago Auto Show Draws 500,000; 
K-F Plans 4 Separate Drives in ‘50 


Cuicaco—The nine-day, 42nd 
annual Chicago Automobile Show 
was expected to draw 500,000 
visitors before closing yesterday at 
the International Amphitheater. 
Automotive equipment valued at 
$5,000,000 and ranging from a $35,- 
000 Cadillac with gold trimmed 
panels to a trailer restaurant was 
displayed throughout the show. 

Special supplements were used 
in all Chicago dailies to announce 
the show opening and the arrival 
of 1950 cars. 

Kaiser-Frazer, presenting the 
only 1951 models at the show, an- 
nounced plans for greater promo- 
tion in 1950 with a four-point pro- 
gram that will include newspapers, 
national magazines, outdoor, trade 
publications, radio and TV. 


s Exhibitors reported that sales 
from the floor, in all price classes, 
were some 35% heavier than at the 
last automobile show here, held in 
1941. In addition, salesmen have 
received countless requests for 
demonstrations and further in- 
formation. 

Crowd-getters among the shiny 
new models included Nash’s sam- 
ple low-price car, the new low- 
price Kaiser-Frazer car and the 
swanky Cadillacs. Cadillac’s gen- 
eral manager, John F. Gordon, who 
is also vice-president of General 
Motors, said 100,000 will be pro- 
duced in 1950 as compared with 
82,000 in 1949. 


a With striking full-page ads, Kai- 
ser-Frazer announced three 1951 
cars, one of them the much pub- 
licized low-price car, scheduled to 
go on sale this summer. The Chi- 
cago ads were the kick-off to a 
campaign which K-F’s promotion 
director, Burton R. Durkee, said 
will be substantially increased over 
last year’s. 

Two-thirds of the 1950 ad bud- 
get will be spent on a local co-op 
basis, Mr. Durkee said. A national 
magazine campaign consisting of 
four programs may be followed by 
radio and TV advertising. 

In May, two-page color ads 
about the “handcrafted Frazer,” 
telling the story of its custom 
built features and headlined, “Pride 
of Willow Run,” will begin in 


Flair, Holiday, National Geograph. 
ic Magazine and The New Yorker, 
K-F newspaper announcements 
will start between March 15 ang 
April 5. 


ws Following similar local news. 
paper announcements for the 195] 
Kaiser, four-color spreads will 
spark the national campaign ip 
Collier’s, Life, Look and The Sat. 
uraay Evening Post. Single page, 
four-color ads will be used in 
Newsweek and Time. 

“Anatomical design” will pro- 
vide the theme of Kaiser ads. Af- 
ter the announcements, monthly 
full-page, four-color ads will be 
used throughout the year in Life, 
Newsweek, SEP and Time. 

Economy in initial purchase and 
in operation will be stressed for 
the as-yet-unnamed, low-price car. 
Plans for a naming contest were 
not disclosed. The ad campaign to 
follow production of the car this 
summer will include spot radio, 
TV and outdoor display. Local 
newspaper campaigns will form the 
basis of sales promotion for the 
car, 


a K-F will also sponsor a series 
of b&w institutional ads to appear 
throughout 1950 in Farm Journal, 
SEP and Time. The ads, which 
start in April, are designed to ac- 
quaint the public with the K-F or- 
ganization and to build good will. 

The company will continue its 
schedule in the trade publications. 
William H. Weintraub, New York, 
is the agency. 

To take advantage of the en- 
larged ad budget, company officials 
said that K-F is sending its sales- 
men onto the street and into homes 
to promote sales. 


James Corke Joins ABP 


James H. Corke, formerly with 
Mid-Manhattan Business Service, 
New York, in a promotion capacity, 
has been appointed director of 
promotion services of Associated 
Business Publications. Mr. Corke, 
before serving in the Army for 
five years as a public relations of- 
ficer, did promotion work for the 
Program Information Exchange, a 
national clearing house for ma- 
jterials and techniques in adult 
| education. 
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OUR DEEPEST BOW TO 
THE 15 MILLION LADIES  - 
WHO PROVE... 


fe IS IT that practically every national 
brand of goods bought by, women 
advertises regularly in the women’s service 
magazines®? 


You know why, of course — because the 
service magazine® is such a powerfully po- 
tent buying influence! 


And that’s why more and more sellers of 
man-goods today are rifle-bulleting their ad- 
‘amma at men through Esquire — the only 
national service magazine® for men! 


AT 50¢ THE HIGHEST NUMBER READERS- 
PER-COPY OF ANY NATIONAL MAGAZINE! 
Men pore over Esquire for information—up- 
to-the-minute shop-worthy information on 
what’s new, how to use it, where to get it. 


. | 
gq WUE ... the Service Magazine’ for Men 


More than 750,000 such primed-to-buy men 
dig up half a buck each month for Esquire, 
or have dug up six significant bucks for a 
year of Esquire. These are gentlemen with 
money to spend! 

Esquire’s All-Time High In Circulation! 
And your Esquire advertising message hits 
many, many more: 9 extra readers per copy 
—9 bonus Esquire readers amply attested to 
by documented research avai able for your 
inspection. 


They add up to a total monthly audience 
of 7,500, 000 — in the only national service 
magazine® for men! 


To tap that heap of spending power for 
all it’s worth, advertise in Esquire—the only 
service magazine® for men! 


wat You 
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EXAMPLE: 
Esquire Sells LIQUOR! 


For 3 successive years Ron 
Merito Rum advertised in a 
list of 11 magazines — some 
with 5 to 10 times the circu- 
lation of Esquire. 


Each year Esquire by itself 
has produced 25% or better of 
the total inquiries drawn by 
all the other publications! 


Yes—advertising packs potent 
pull in “the service magazine® 
for men!” 


WHY THOSE 7,500,000 READERS FIND 
“IT’S A MAN’S WORLD” — IN THE 


NEW MARCH ESQUIRE 


HAVE YOU A MISTRESS? by Fred C. Kelly. 
Not a blueprint for setting up extra-marital 
housekeeping, but in an urbane and 
objective way the author weighs 

this ancient possibility. 


EDGE OF PANIC by Henry Kane. 

The hurry-Kane, creator of Esquire’s own 
private eye, Pete Chambers, has left the 
shamus stewing in his own ruse, and written 
this one straight. 


THE TRIUMPH OF THE TORSO—a picture 
story. Bathing suits, particularly the girls, 
in six pages of photographs. 


THE ART OF RELAXATION — how to regain 
the lost art, and safeguard your health; 

a regimen for relaxation—for every 
harassed male. 


FAITH BALDWIN + STEWART HOLBROOK 
YOUSUF KARSH + BEN STAHL 


*Service Magazine: 
a publication serving useful, 
potent, buying information 
to a select audience. 
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March Appointed 
to Succeed Davis 
at Worthington 


HARRISON, N. J.—Robert P. 
March has been appointed adver- 
tising manager of Worthington 
Pump & Machinery Corp. to suc- 
ceed Adin L. Davis, who resigned 
to become managing director of 
the Controlled Circulation Audit, 
New York, as of March 1 (AA, 
Feb. 6). 

Mr. March, who has been in the 
advertising department of Worth- 
ington since 1930, has been assist- 
ant advertising manager since 
1938. Before joining Worthington 


SALES LETTERS 


Letters with “instantaneous appeal,” 


“That Fale Bott x 


Leo P. Bett, Jr, 64 E. Jackson, Chicage 


he was associated with Standard 
Sanitary Mfg. Co. 

He is vice-president of the In- 
dustrial Marketers of New Jersey 
and a director of the Exhibitors’ 
Advisory Council. 


Ralph Robertson Joins ANA 


Ralph C. Robertson, formerly 
director of media for Colgate- 
Palmolive-Peet Co., has been ap- 
pointed a representative of the 
Association of National Advertisers 
on the administrative committee 
in charge of the Continuing Study 
of Newspaper Reading of the Ad- 
vertising Research Foundation. He 
has served on the magazine and 
radio committees of the ANA and 
at present is chairman of its news- 
paper steering committee. 


Seifert to Byer & Bowman 


Walt Seifert, formerly with N. 
W. Ayer & Son, New York, has 
joined the public relations depart- 
ment of Byer & Bowman, Colum- 
bus, O. Matthew B. McCormick, 
who joined the agency eight 
months ago, has been appointed to 
supervise client house publications. 


FCC Finally 
Views All3 
Color Systems 


Color Television Inc. 
Equipment Jams, But 
CBS Lead Is Shortened 


WASHINGTON—With radio manu- 
facturers seething under its con- 
struction freeze, the Federal Com- 
munications Commission plunges 
into at least five weeks of color 
hearings Monday, still complete- 
ly uncertain whether color is 
“here” or when it will be. 

The schedule for hearings on a 
three-day-a-week basis throughout 
March was issued by the commis- 
sion last week. Earlier, Chairman 
Wayne Coy had told a House ap- 
propriations committee that he 


sees no possibility of thawing TV 
before late summer—if that soon. 
For four hours Thursday, the 
commission and about 125 of the 
industry’s leading figures jammed 
a dank 25x30’ cinderblock vault at 
nearby Laurel, Md., to study per- 
formance of the three color sys- 
tems that are under consideration. 


a The elite of America’s radio in- 
dustry tramped on each other’s 
toes in deference to the 17 delicate 
receivers set up side-by-side and 
back-to-back in the center of the 
room. Overhead, FCC engineers 
controlled a series of highly tech- 
nical tests from a plywood gang- 
way nestled in a rope sling fas- 
tened by block and tackle to the 
25’ ceiling. 

Despite the adverse circum- 
stances, the test was held at FCC’s 
Laurel laboratory because of the 
availability of testing equipment 
useful in measuring fringe area 
signals and ghosting character- 
istics of the color systems. Pro- 
grams originated at Washington 


O.SOGLOW 


THROUGH 


True Story 


Omens Group 


TURN YOUR PAYROLL DOLLARS INTO HOMING PIGEONS 


ae 


No other road to America’s big-earning, fast-spending 
WAGE-EARNER Market offers you these advantages: 


1. In one package, you reach 8,575,000 women... shoppers 
for nearly 30% of all wage-earner families. And 2 out 
of 3 are in “age of acquisition”—30’s or younger. 


2. You reach this market at rock-bottom cost—as little as 


$1.22 per page per thousand! 


3. 90% of magazine ad dollars are spent in magazines which 
are over the heads of this market (research available). 


TSWG speaks their language. 


4, They’re the current active buyers at any given time—they 
shell out $728,000 every month at the newsstands alone 
just for the magazines in the TRUE Story Women’s Group. 


SELL THE FAST-SPENDING WAGE-EARNER MARKET AT ROCK-BOTTOM COST! 
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Advertising Age, February 27, 19 


TV stations nearly 30 airline mile 
away. 


ws After the demonstration, at leas 
two of the parties were demand. 
ing additional opportunities. RCA 
said it will be in a position “with. 
in a few weeks” to demonstrate a 
single direct-view color tube 
which “when fully developed” wil] 
be “the ultimate in color reception 
for the home.” 

Color Television Inc., which had 
brought its equipment from the 
West Coast for its first FCC show- 
ing here, pleaded for another 
chance “within the next two 
weeks.” At demonstrations Monday 
and again at Laurel, its showings 
had been marred by a series of 
equipment failures. 

During the Thursday test, CBS 
delivered crisp natural color pic- 
tures which should delight any 
sales manager. By a gentle stretch 
of the imagination one could hear 
the cash register tinkle as diminu- 
tive blonde Patty Painter, CBS’ 
“Miss Color Television,” paraded 
familiar labels before the color 
camera—Shredded Wheat, Kix, 
Dole pineapple, Lucky Strike, etc. 


= But in this, the third compara- 
tive color test in four months, the 
CBS lead was shortened. RCA sets 
had been compressed to less than 
the upright-piano size of earlier 
tests and the RCA sets were pro- 
ducing a creditable picture. 

Moreover, CTI, despite its bad 
fortune, was able to show enough 
to indicate that there is really a 
three-way race, particularly in 
view of the fact that CTI had done 
well during a private press show- 
ing here earlier in the week. 

When color hearings resume 
Monday, Radio Manufacturers As- 
sociation will lead off with a de- 
mand that FCC put aside color and 
give priority to frequency shifts 
that must be made before the bkw 
construction freeze can be lifted. 
FCC has hesitated to “thaw” b&w 
until it is sure that it will not be 
adopting standards which will re- 
tard arrival of color. 

The manufacturers remain firm- 
ly opposed to CBS color on the 
ground that it would involve ob- 
jectionable interference to the 
more than 4,000,000 sets in use. 

Immediately after the Thursday 
demonstration, CBS President 
Frank Stanton called for adoption 
of the CBS system as “the only 
system ready now.” He admitted 
that existing sets would have to 
be “adapted” if the CBS system 
is used, but said frankly that “this 
is the price of the system.” 

Both CBS and CTI said they 
would welcome the perfection of 
a single-color tube by RCA. Each 
said it could be used in his sys- 
tem. 


CBS COLOR VIDEO 
"MORE ENJOYABLE’ 

New YorK—Nearly all the 9,423 
people who filled in questionnaires 
commenting on the CBS color TV 
programs in Washington charac- 
terized color video as more enjoy- 
able than black and white. 

Some 84% characterized color as 
“much more enjoyable” and 13% 
as “somewhat more enjoyable.” 
One per cent scored it “about the 
same” and none said b&w was bet- 
ter. 

“Over-all quality of pictures” re- 
ceived an “excellent” score from 
41% and a “very good” score from 
42%. In the “trueness-to-life of 
the color” category, 29% marked 
“excellent” and 42% “very good.” 

On brightness, 41% said the pic- 
tures were a “little too bright” and 
53% thought them “just about 
right.” 


Di Tieri Starts Color Drive 


Di Tieri, New York, tie manu- 
facturer, through Smith, Smalley 
& Tester, New York, has launched 
a full color campaign in The New 
Yorker. The color promotion will 
be interspersed with black ané 


white ads. 
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Seagram LUVA-LITE Produced by 


Advertising’s 


Outdoor 


and Indoor Displays — 


with Eye-Thrilling Fluorescence 


Lawter’s LUVA-LITE “black light” paint 
transforms conventional advertising displays 
into a new dimension ... the dimension of 
fluorescent color that emits its own color 
instead of reflecting it. Hundreds of LUVA- 
LITE painted bulletins illuminated by con- 
stant 80-watt black light fixtures and blink- 
ing incandescents are giving outdoor adver- 
tising its first new development in 25 years. 
A different, eye-arresting effect that makes 
the public stop ... look .. . and remember. 
A new black lighted-fluorescent display me- 
dia that has been proved practical for use in 
most forms of ind and outd advertis- 
ing. An exciting concept of color . . . color 
that glows and vibrates under black light as 
eee to ordinary non-fluorescent ma- 
terials, 


LAWTER COMMERCIALIZES 
BLACK LIGHT 


Lawter has added another black light first 
with the introduction of LUVA-LITE .. . 
the first successful, fade-resistant fluorescent 
paint for outdoor bulletins. The same spe- 
cialists who pioneered the use of fluorescent 
black lighted instrument dials by the auto- 
motive industry have now followed with 
another equally important practical and 
commercial use of fluorescent paint and 
black light . . . outd and ind display 
advertising! 


WHERE TO USE LUVA-LITE 


LUVA-LITE was first introduced in the 
outdoor advertising medium. Since the first 
bulletin was black lighted in April 1949, 
huge tri-dimensional double-action messages 
have gone up in cities all over the country. 
National and local advertisers, advertising 
agencies, and sign companies alike have 
hailed LUVA-LITE as a practical new color 
sensation in visual advertising. 

Now ... LUVA-LITE is also being widely 
used for black lighted point-of-sale displays; 
unusual exhibits for conventions or trade 
shows; indoor posters, murals, banners, 
streamers, etc.; window and showroom dis- 
plays; and many others. 


HOW LUVA-LITE WORKS 


LUVA-LITE is versatile. It can be brushed, 
silk screened, sprayed, dipped, roller coated 
. » - and can be applied to any clean white 
surface that will take an oil base. paint. 
LUVA-LITE has a full range of colors that 
fluoresce brightly on any surface that can be 
properly illuminated by ind or td 
black lights . . . ranging from six to eighty 
watts each. 


HOW DO YOU USE LUVA-LITE? 

Because LUVA-LITE is new and doesn’t 
perform like ordinary color, LAWTER has 
a COLOR ENGINEERING service for you. 
You just submit your rough ideas, sketches, 


descriptions, pictures, sample layouts or dis- 
plays, ete., and complete recommendations 
will be made on LUVA-LITE color combina- 
tions, application, and black lighting. This 
service is based on experience, is available 
to anyone, and carries no cost or obligation! 


LAWTER’S NEW SERIES “Cc” 
OUTDOOR BLACK LIGHT 


With the same thoroughness of luminescent 
research responsible for the immediate ac- 
ceptance and nation-wide success of Lawter’s 
LUVA-LITE Fade-resistant Black Light Paint 
.. + Lawter now proudly offers this new 80- 
watt, Outdoor Black Light Fixture. More and 
properly directed light per fixture is guar- 
anteed by (1) dual parabolic reflectors and 
(2) 53 r cent more filter face area as 
oman with Lawter’s B-331 Series “A” 
fixture. 

The New Series “C” Fixture has several 
important features: an Automatic Cut-off 
Switch cutting entire fixture circuit upon 
opening cover; time-saving convenience in 
optional wiring through knock-out plugs on 
both ends; baked white enamel weatherproof 
finish; conveniently located, sturdy mount- 
ing studs, more weather-tight through preci- 
sion design, ete. This new Lawter fixture is 
proved, by test, to be an important advance- 
ment in Outdoor Black Lighting. Write for 
complete specification sheet and full infor- 
mation. Also ask about Lawter’s Indoor 
Black Light Fixtures. 


MAKE YOUR SKETCHES GLOW! 
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Special! This is KIT 45 with LUVA-LITE 
Water Colors and handy 11” 6-watt black 
light . .. all you need to create and demon- 
strate miniature fluorescent signs or dis- 
plays. Includes a small bulletin silk screened 
in four glowing colors for immediate dem- 
oastration. This Kit demonstrates, proves. 
and sells LUVA-LITE! Kit colors: Yellow, 
White, Green, Orange, Red, and Blue. 


sonnnn=m=-LAWTER CHEMICALS, INC.-----------4 


§ Lawter Chemicals, Inc. [] | am enclosing sketch and specifications for a : 
i 3554 Touhy Avenue prospective job which | would like you to color- i 
I Chicago 45, Illinois engineer, sending me your color, design, and i 
8 Gentlemen: lighting recommendations. i 
§ | want specific facts on Lawter's LUVA-LITE Black | am interested in LUVA-LITE and Black Light i 
I Light Paint and Lawter's Black Light Fixtures as Fixtures from the standpoint of an: i 
I soon as possible. Please send me the following: [] Agency [] Advertiser [] Sign Company i 
' (] LUVA-LITE Information Portfolio. [] Posting Service [] Silk Screen Operator i 
' [-] Lawter’s Indoor and Outdoor Black Light Fix- [J Display Studio () a 
; ture specification sheets and prices. Name We... § 
Sheaffer's Silk Screened Point-of-sale Black Lighted, Fluorescent 1 O One KIT No. 45 for which | am enclosing $1 4.87, Company | 
Disploy created by the Wessel Company, Chicago. Produced plus postage (wt. 5 Ibs.) and 2% occupational ‘ 
ee ‘ tax if shipment is made to any point in Illinois Address oar 
' ... or L] bill my company. City Zone State 
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Straight Whisky 
Gains Fast; Ad 
Expenditures Up 


(Continued from Page 1) 

Publicker Industries Inc. did lit- 
tle with its straights in 1948, but 
last year got into the picture sud- 
denly, with expenditures of more 
than $1,000,000 on various brands. 
Some of its bourbons were not 
launched until near the end of the 
year. 

However, in the coming year it 
is believed Publicker will spend 


about $4,500,000 for the promotion 
of its straights, with its schedule 
kept elastic to permit a quick shift 
of funds to different areas when- 
ever necessary. 


s The picture the straight bour- 
bons paint is, for the first time, 
a national one. Prior to World War 
II, bourbons were pretty much a 
southern favorite. Today, the 86 
proof straight bourbons, at prices 
ranging from around $4 for fifths, 
are growing in popularity in every 
state. Bottled-in-bond bourbons at 
higher prices are holding on. 

The traditional straight whisky 
leader has been National Distillers, 
with such favorites as Old Over- 
holt and Old Grand Dad. Today, 
Old Overholt and Old Grand Dad 


are still leading the sales of bonded 
straights in many markets, but not 
in all. Some of the younger bour- 
bons, such as Century Club and 
Old Log Cabin, have won wide ac- 
ceptance, partly due to the price 
differences of bonded and 86 proof 
bourbons. 


# Schenley Distillers, which had 
been the national leader in blended 
whiskies for many years until Sea- 
grams took over, also has an im- 
portant stake in the straight 
whisky business. Its better known 
straights are I. W. Harper, James 
E. Pepper, Old Charter and An- 
cient Age. 

This company also became inter- 
ested about a year ago in such 
three-year-old bourbons as Old 95, 


Mayflower, Blue Ribbon and Old 
Stag. Only the latter, however, has 
shown promise of reaching the top 
rank. Another Schenley favorite 
in the four-year-old bourbon clas- 
sification is Echo Spring. 

The third big contender in the 
field is Publicker, with its recently 
launched Old Hickory, Charter 
Oak, Haller’s County Fair and Hal- 
ler’s 89. All are four-year-old 
bourbons. 

Publicker shot into the straight 
whisky picture with an intensive 
advertising campaign in December, 
and with better than competitive 
prices. Its bottled-in-bond bour- 
bons and-bottled-in-bond straight 
rye, Rittenhouse, proved strong 
competition for other distillers’ 86 
proof bourbons. In fact, Publicker’s 
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We recently printed five advertisements in The New Yorker to 
announce the return of dear old Viyella flannel to the American market. 
The results have been flabbergasting. 


But this success has been something of a nightmare to 
retailers, because thousands of people have been badgering 
them for Viyella shirts which they simply could not supply. 
We offer our humble apologies to all concerned. It’s 


nobody’s fault. For nobody could possibly have foreseen that 
the pent-up demand for Viyella could be so staggering. 


Our English weavers are weaving like beavers, night and day, to 
catch up. We are delivering miles of lamby-soft Viyella flannel, as 


fast as we can—which isn’t fast enough. 


Viyella is worth waiting for and, so, 

it might be a shrewd idea to have your retailer 
ear-mark a Viyella shirt for you from his next 
shipment. Or Viyella pyjamas. Or a Viyella 
bathrobe. Or some Viyella by the yard. It’s terrific stuff. 
And don’t forget: “If it shrinks—we replace.” For the 
name of your nearest retailer write William Hollins 


%: Co., Inc., 347 Madison Avenue, N. Y. 


ee 
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86 proof bourbons sell at the 2 
price as leading prime blendeg 
whiskies now on the market. 


# Other companies which are fag. 
tors today are Hiram Walker, with 
Walker’s DeLuxe; Brown Forman, 
with Old Forrester and Early 
Times, and Glenmore, with Ken. 
tucky Tavern and Yellowstone. 
Probably the only distiller skept- 
ical of the trend to straights is 
Seagram’s, which has steadfastly 
held to its blends. Contenders jp 
the field feel that it won’t be long 
however, before Seagram’s is ip 
the straight whisky market, too, 


s Not only are distillers spending 
extra millions to wean drinkers 
away from blends, but they are do- 
ing it chiefly by promoting the 
words “straight bourbon” while 
developing new brand names. 

The change in the theme and in. 
tent of straight whisky advertising 
didn’t occur overnight. It started 
slowly, early in 1948, with adver- 
tisers reluctant to shout the 
straight whisky message because 
of a shortage of bourbon. That is 
no longer the case today. 

The term is being adopted by 
distillers to set up family relation- 
ships among brands. Groups of two 
to four brand names are now be- 
ing shown in the same magazine 
and newspaper ads, boldly labeled 
“straight.” 


BLENDS TO STAY ON 
TOP IN ‘50: SCHULTE 

New YorK—Bars and stores have 
merchandising opportunities this 
year in promoting a gradual shift 
in whisky taste-types to unbonded 
straights, bonds and blends of 
straights, according to a year-end 
statement on the liquor industry’s 
1950 outlook by Arthur D. Schulte, 
president of Park & Tilford. 

Mr. Schulte predicted that, in 
spite of the shift, spirit blends will 
hold a dominant position in the 
domestic whisky market by the 
end of 1950. He cited five reasons 
upon which his forecast was based: 

1. A trend toward spirit blends 
that was quite strong before the 
war. 

2. Widespread consumer prefer- 
ence for spirit blends that evolved 
from the public’s extensive war- 
time consumption of this type. 


se 3. Continued loyalty to favorite 
brands, most of which have been 
spirit blends for a long time. 

4. The high cost of whiskies com- 
ing of age this year, thus prevent- 
ing low prices for fully-matured 
whiskies of fine quality. 

5. The inventory situation for 
four-year-old whiskies is such that 
no flooding of the market with 
matured straights is feasible. 

Park & Tilford is running a cam- 
paign in newspapers describing the 
four major domestic whisky types, 
with identification for the Park & 
Tilford brand belonging to each 


type. 
Shanahan Joins WKBW 


Neville Shanahan, formerly with 
WJTN, Jamestown, 
WGPA, Bethlehem, Pa., has joined 
the sales staff of WKBW, Buffalo. 
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... The Weekly Star is 
second in advertising lineage among al] U. S. Farm Papers 
(farm magazines, monthlies, semi-monthlies, bi-weeklies 
and weeklies). 


Advertisers again demonstrate that you will sell 
more in the Midwest in 1950 when you build your 
promotion around The Weekly Star. 


Here are Advertising Age figures as Total 

Published on Dec. 19, 1949, and Jan. 23, 1950 Advertising 
os spas vende seeks cis sen e ewe 815,116 Lines 
WEEKLY STAR 694,728 » 
0 ieeheleees ....607,057 ” 
Wallace’s Farmer ................. bateind sonal ..623,222 ” 
Sed oe eee ne nee ebweleian 522,126 ” 
Successful Farming ................ iadeeyedseaeauee 496,168 ” 
Farm Journal ........ is eis ede a ahah eae sikcamaen 410,279 ” 


Che Weekly Kansas City Star. 


OVER 450.000 PAID IN ADVANCE CIRCULATION 
Largest Farm Weekly in America 


Chicago 202 S. State St. 


HArrison 1200 WEbster 9-0532 


UARY 25 = 


15 E. 40th St. 
New York LExington 2-4588 


""Yiy/ 


VOTED BEST over al/ other farm 
papers by county agents in Missouri 
and Kansas from the standpoint of 
USEFUL INFORMATION given and 
INFLUENCE it has on farmers 
(Independent Survey). 


VOTED BEST by implement dealers 
in Missouri and Kansas (Implement 
& Tractor Survey). 


VOTED BEST; Editor John Collins 
named Outstanding Farm Paper 
Editor of the Year 1949 by American 
Association of Agricultural College 
Editors. 


VOTED BEST by dealer choice in 
motor car, truck, home appliance and 
feed lines—because of The Weekly 
Star’s selling impact at local level. 
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TV Set Makers Argue Against Excise Tax; 
Co-op Tax Urged; Film Admission Tax Hit 


WASHINGTON—Television manu- 
facturers warned the House ways 
and means committee last week 
that the proposal for a 10% tax 
on new TV sets will seriously ham- 
per the growth of the industry. 

Philco President David B. Smith 
told committee members that “the 
low income groups must be able 
to have television receivers if the 
industry is to survive and the goal 
of mass communications achieved. 

“The receiver manufacturers 
have gone a long way toward this 
objective,” he declared, “but they 
cannot do so if the proposed addi- 


UPFLIb 


PRINTED ADHESIVE CELLOPHANE 
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tional tax load is put on receivers.” 

Mort F. Farr, Upper Darby, Pa., 
television dealer, reported that the 
real volume in television sales 
comes from the mass markets of 
workers earning under $4,000. The 
cuts in television prices of about 
10% which occurred twice in 1949 
broadened the market for the sale 
of sets by about 20% each time, he 
declared. There is reason to be- 
lieve that an increase of 10% re- 
sulting from this tax would have 
the opposite effect. 

The RMA presentation was in- 
troduced by former congressman 
Joseph E. Casey, special tax coun- 
sel to the association. It argued 
that the government would gain 
more by encouraging the expan- 
sion of TV than it would by taxing 
net sales. 


a For two days the committee 
heard the pros and cons of the 
fight over the taxation of coopera- 


tives. Lester M. Garner, president 
of the National Tax Equality As- 
sociation, argued that $1 billion of 
new revenue could be found by 
taxing “the thousands of corpora- 
tions which are presently escaping 
their share of federal income 
taxes.” 

The committee also heard the 
motion picture industry’s appeal 
for elimination of the 20% ad- 
mission tax. 


American Names McCann 


American Safety Razor Corp., 
Brooklyn, has appointed McCann- 
Erickson to handle the advertising 
and promotion for its new camera 
and accessories line. For the pres- 
ents its development will be on a 
test basis in a few markets now 
being selected. Both the line and 
the account are new, and no for- 
mal marketing plans have been 
developed as yet. 


Winslow Bros. Names Dowd 

Winslow Bros. & Smith, Nor- 
wood, Mass., has appointed John 
C. Dowd Inc., Boston, as adver- 
tising counsel. 


Ad Specialties 


Rules Greatly 
Altered in NY 


(Continued from Page 1) 
decorations. The old ruling limited 
this expenditure to $25 yearly by 
any manufacturer or wholesaler, 
including labor costs. Now the 
maximum cost of $25, while it also 
includes the cost of advertising 
specialties, does not include labor. 
The labor costs have been a major 
portion of this expense before, and 
now a sign may be transferred 
from one window to another, re- 
peatedly, without affecting the 
total. 


a The new Rule 11, affecting ser- 
vices and gifts to dealers, goes into 
effect March 1. In a complete about 
face form its wish to abolish spe- 
cialties altogether, the authority 


N. W. AYER & SON, INC. pniavetenia new york cnicaco  verroit 
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Almost everybody who eats, eats bread. It’s a big 
market. But, exactly for that reason, it’s a hard market to win and hold. 


Gordon’s Silvercup Bread hovers steadily at the top 
in New York, Chicago and Detroit. Quality has much to do with this— 
Silvercup is made with more milk and milk so fresh it’s in the 
golden-crusted loaf only 24 hours after milking time. 


Here is a competitive story—and new advertising is telling 
it for our new client, Gordon Baking Company. 


SAN FRANCISCO 


HOLLYWOOD 


BOSTON HONOLULU 
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has liberalized the number of items 
which may be given dealers. 

Under the old Rule 11, the limit 
which a manufacturer could spend 
on these items for one retailer was 
$25. This limit remains the same, 
but also includes utility signs and 
decorations as well. This would 
indicate that the manufacturer, 
having to provide both types of 
material from $25, would be more 
restricted than before. On this © 
point, the board insists that the 
elimination of labor costs from the 
total has given the manufacturer 
more latitude all around. 


a 


w Under Rule 11, on advertising 
specialties, it is stated that each 
manufacturer must keep precise 
records of all gifts made, and the 
retailer must provide a receipt and 
get one himself as the items are 
delivered. 

This necessity for exhaustive 
bookkeeping has, once again, up- 
set the industry. While generally 
pleased at the liberalization of the 
rulings, this requirement of records 
seems to the industry to be an 
added expense and practically im- 
possible to maintain satisfactorily, — 

One fairly typical comment, 
from an industry spokesman, was 
that “the authority has liberalized 
the ruling and then made it un- 
wieldy by imposing so much paper 
work. It’s apt to make it so bur- 
densome that it won’t be worth 
bothering with specialties.” 

Since the ruling goes into effect 
March 1, though, there seems little 
that can result from objections at 
this time. 


NY COURT RULING NOT 
LIKELY TO LOWER PRICES 

New YorK—Neither distillers 
nor dealers apprehend a price war 
as a result of a court of appeals ) 
ruling last week holding the New | 
York State Liquor Authority’s fair 
trade regulations unconstitutional. 

The Metropolitan Package Store 
Association says there will be no 
price war. It pointed out that every 
supplier has a Feld-Crawford Act 
contract which controls prices of 
brands covered in voluntary con- 
tracts. The act is a state law gov- 
erning fair trade practices gen- 
erally. Distillers said they will 
take court action against retail 
cuts. 

A number of dealers, however, 
expressed the opinion that unad- 
vertised price slashes are likely, 
despite the threats of distillers, be- 
cause the local market is too large 
to be policed effectively. 


Outdoor, Radio Hit 
by Many Brownouts 


Cuicaco—The coal shortage and 
resulting dimout regulations 
struck the outdoor advertising 
business in many areas of the 
nation last week. Some radio sta- 
tions cut their wattage or curtailed 
broadcast hours. 

Spectacular sign lighting of Gen- 
eral Outdoor Advertising Co. here 
was cut entirely and other outdoor 
sign lighting reduced by a third, 
the company reported. 

In New York City, Times Square 
continued its blackout and _ all 
other outdoor ad lights were cut 
back severely. 

Today began a 25% power cut 
ordered by Governor Adlai Ste- 
venson after coal stocks in Illinois 
were ascertained to be dangerously 
low. 


min general, advertisers’ con- 
tracts for outdoor lighting allow 
for such emergencies.Officials said 
that advertising payments will be 
adjusted on a prorated basis to 
allow for dimout losses. 

No major delays in new outdoor 
campaigns are expected to result 
here from the dimout. The com- 
pany’s dimout measure was taken 
voluntarily Wednesday, four days 
before the anticipated state-or- 
dered power cut. 


Pn ee i i Ng ee en eee \e ~ be ae ee = Se eae ese ee) 2:2 - we Raney! Ta! OS a ee 0 ee eo a, a, eee Moe be. erat an ial ger Toe See en, an ae * Sd 
eae 2 i ae Bh g ou See = a =f ‘ = ‘ ; a 2 ‘ Bw te Porn ; : 7 £ ig - 3 wh “ 
Pe Ree 
ree ae | 
lise ieap 
ae sae 
ere 
ieee. 
ee | 
es x 
ee an 
= a 
ye aunes 
Caen 
Sener 
2 | 
sae — | 
Te ae 
ne 
ar 
ee art: 
Age al | 
ve 3 hey. a 
et ii 
Ves . . so 
| Po | 
ave — EE eo eae... 
ene: 
os ia ‘ 
* ee 
Tas ao 
By Mess wed 
sate, An 
ce me 
z a) ioe 
+ ¥ 
aor : \ lf, 
on 
“> Tey . 
Fe ng se 
2 See 
ery hats 
h Seer 
en 
ik ces 
Moher 
Secale 
ay ae 
nao 
eect 
at _ 
Se res 
ante | 
Fg icig' 2 
sip ce t 
vi SO a 
nee | 
| 
| 
| 
| 
aie 5 
oon a 
ee 
pegs e 
Pee). 
Titer Cee t,o 
Mee 
A ey ? 
i a 
Wee i ae 
ae 
canes 
~ some crust! 
eens 
te 3 | 
eee | 
} 
ae Elk | 
Mernrate 
NG arise 
Cm 
Pica 
sh aga i 
ue = | 
eae: f 
ie KC “te : 
ee : i g? 
* eee, | 
1 i ae 
~ ae 
Ae } 
Saige St 
Res 
ate 
eotee: 
ee 
SEAL e + 
a 
re ree 
Fe eae ae a : ge ct , if . : 
ae 4 iy a oon iy CR Renee aed eas aR Noe Os Ue ERE Soe A ee TS ng A TSE ae aE ee ee ae LN ORE TS 2 : : Te aay aS Ae ee ge BRU dee Real AUN ra 2 , : th % ; : 
io gs Mena ee Ne Ok eg eA ee ee ee ee eee cee 


1, 1950 
items 


» limit 
spend 
Tr Was 
same, 
IS and 
would 
turer, 
bes of 
/ more 
1 this 
at the 


> 


m the © 


cturer 


rtising 
- @ach 
recise 
id the 
pt and 
is are 


ustive 
nh, up- 
erally 
of the 
ecords 
be an 
ly im- 
torily. 
iment, 
1, was 
-alized 
it un- 
paper 
) bur- 
worth 


effect 
s little 
ons at 


{ 
ES 


stillers 
"e War 
ppeals 
p New 
’s fair 
ional. 
Store 
be no 
every 
rd Act 
ces of 
y con- 
Vv gov- 
; gen- 
y will 
retail 


wever, 
unad- 
likely, 
rs, be- 
» large 


it 
its 


ge and 
itions 
rtising 
of the 
io sta- 
rtailed 


f Gen- 
». here 
utdoor 

third, 


Square 
id all 
re cut 


er cut 
i Ste- 
llinois 
rously 


con- 
allow 
ls said 
vill be 
isis to 


utdoor 
result 
. com- 
taken 
r days 
ite-or- 


SHORT COPY in the public interest 


Freedom Is Everybody's Job rant parr in crvicarnuns A 


“As a part of its month-in-month-out contribution of space to Advertising 
Council campaigns in the public service — the Outdoor Advertising 
Industry has helped to strengthen our country by making us all more 
aware of the rights and duties we enjoy and must work to protect as 
American citizens.” 


/ hy 
a OF. w he he - 
THOMAS D'Arcy BropHy 


President 


AMLRICAN HERITAGE FOUNDATION 


4s One of a series of advertisements promoting a better under- 
standing and appreciation of Outdoor Advertising — sponsored by 


The Standard Group 


| OF OUTDOOR ADVERTISING COMPANIES 


serving one-fifth 
of the nation’s 
consumers... 


WALKER & COMPANY * WHITMIER & FERRIS CO., INC. * ROCHESTER POSTER ADVERTISING CO., INC. 
E. A. ECKERT ADVERTISING CO. * UTAH POSTER SERVICE * BORK POSTER SERVICE + C. E. STEVENS CO. 
SUNSET OUTDOOR ADVERTISING CO. * BREMERTON POSTER ADVERTISING CO. 
STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVENUE, NEW YORK 22, NEW YORK 


{ex DONNELLY & SONS * CENTRAL OUTDOOR ADVERTISING CO., INC. * THE PACKER CORPORATION 
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Black Star photo by Zobel 


Absurd! no agency, or advertising manager worth his salt, 
would waste good advertising dollars trying to sell to the 
impoverished peoples of India. 


YET ANY ADVERTISER might just as well attempt 
to sell the people of India .. . or Afghanistan, for that matter . . . 
as try to sell Long Beach, California with outside media! 


WHY? Simply because Long Beach is definitely outside 

the “effective influence zone” of the Los Angeles dailies. Only 
ONE newspaper can take your advertising message to the vast 
majority of Long Beach’s more than a quarter-million residents. 
That newspaper is the Long Beach Press-Telegram . . . 

the PREFERRED PAPER IN MORE THAN 2 OUT OF 

EVERY 3 LONG BEACH HOMES! 


People ... and Adver- 
tisers ... PREFER!” 


Press-Cel 


ie oN 
LONG BEACH, CALIFORNIA 


egram 


a Era ate 


Yarmove Opens PR Office 


Jack Yarmove has resigned as 
vice-president in charge of public 
relations and motion pictures at 
L. H. Hartman Co. to open his own 
public relations office, Jack Yar- 
move & Co., 70 E. 45th St., New 
York. In March the new company 
will move to 100 Park Ave. 


Names Addison Lewis Agency 


Beauty-Ware Rubber Inc., Hop- 
kins, Minn., manufacturer of rub- 
ber tile flooring, has appointed 
Addison Lewis & Associates, Min- 
neapolis, to handle its advertising. 
Direct mail and trade publications 
will be used. 


Anderson Appoints Servo 


John F. Servo, formerly assistant 
art director of Western Electric 
Co., has been appointed an art di- 
rector of Milton Anderson Co., 
New York. 


Mutual Appoints Adell 

Charles Adell has been ap- 
pointed an account executive in the 
Chicago sales office of Mutual 
Broadcasting System. 
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Who did the best Retail - 
Newspaper Advertising in 1949? 


Among all the big U.S. department stores, 
Lasalle’s of Toledo won first prize for merchan- 
dise advertising and second prize for institu- 
tional advertising in the annual contest of the 
National Retail Dry Goods Association. 

This is quite a feather in the cap of Elizabeth 
Flannery, Lasalle’s publicity director, and her 
staff... and our own cap is off to them! 

Like to have full-size reprints of the two 
winning ads? They’ll be sent on request. 


ed to Lasalle’s 


FIRST PRIZE in the Merchandise Adver- 
tising classification aw: 
A contest for this full page adver- 


The Blade on February 11, 1949. 


22.” 
= 


ECOND PRIZE in the Institutional Adver- 
classification award 
bavery a Cogn pa his full page adver- 


to Lasalle’s in 


February 27, 1949. 
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NEW STORE, 
NEW GOODS. 


FALL TRADE. 
IGRAND OPENING 


or tus 


og | NEW DRY GOODS RSTALISHMNNT. 
LASALLE & EPSTEIN, 


61 SUMMIT STMERT, TOLEDO, OM1O,. 


We have Ai the adove &woll evlocted 
oe stock of oe 


oods, 


YANKEE NOTIONS, HOSIERY, ETC., ETC., a 


Domestic Dry 


To which wo juvite the atteation of the public. | ~~ 


Lasalle’s first _ 
advertisement in 
The Blade, 
September 1, 1865. 


TOLEDO BLADE and TOLEDO TIMES 


Represented by Moloney, Regan & Schmitt, Inc. 


Advertising Age, February 27, 1950 


Hanly, Hicks Will 
Help London Agency 
Serve U. K. Clients 


New YorK—Hanly, Hicks & 
Montgomery has announced an ar- 
rangement with T. D. Browne Ltd., 
London, whereby the two agencies 
will handle marketing and adver- 
tising programs of British manu- 
facturers in the U.S. and of Amer- 
ican manufacturers abroad. 

These two agencies, operating in 
the U.S. and England, respectively, 
will offer, with Wallace-Ferry- 
Hanly, Chicago, wholly owned 
subsidiary of Hanly, Hicks & Mont- 
gomery, an organization for inter- 
national trade development. 

T. D. Browne is one of the oldest 
agencies in England and ranks 
among the nation’s top ten agen- 
cies. For some years the agency 
has maintained an office in New 
York which functions as a sort of 
clearing house for the preparation 
of campaigns of its American ac- 
counts abroad. 

The new setup is expected to 
handle business of American man- 
ufacturers, but will probably be 
chiefly concerned with facilitat- 
ing the entry of British manufac- 
turers into the American market, 
according to C. P. Hanly, chair- 
man of the board of Hanly, Hicks 
& Montgomery. 


s It was pointed out that British 
manufacturers are _ increasingly 
anxious to invade the American 
market, because of their need for 
getting dollars. As well, they have 
the incentive provided by the Brit- 
ish government’s guarantee against 
loss of money invested in initial 
market research. 

Last fall the British government 
announced it would underwrite 
preliminary market research, ad- 
vertising and promotional expense 
of launching British products here 
(AA, Oct. 24, 1949). 


Honeywell Boosts Binger 


James H. Binger has been named 
vice-president and general mana- 
ger of the Belfield Valve division 
of Minneapolis-Honeywell Regu- 
lator Co., Minneapolis, and will be 
in charge of manufacturing, en- 
gineering and coordination of the 
sale of valves through the various 
divisions of the company. He has 
been in the sales department of 
the company and has served as as- 
sistant secretary of Honeywell. 


Newspapers to Be Used 
to Sell Mastic Acres 


Metropolitan New York dailies 
and foreign language newspapers 
will be used more extensively this 
year by Mastic Acres Inc., New 
York, to promote its 8,500-acre 
realty development on Long Island. 
In addition, 31 outdoor posters 
and radio and television spot an- 
nouncements will be _ featured. 
Flint Associates is the agency. 


Conover-Mast Names Morgan 


H. C. Morgan, formerly Cleve- 
land district manager of McGraw- 
Hill catalogs, has been appointed 
Cleveland advertising representa- 
tive of Construction Equipment & 
Materials, published in New York 
by Conover-Mast Publications. 


Somerville to Free & Peters 


Robert Somerville, formerly 
with ABC and CBS, is the new 
promotion manager of Free & Pet- 
ers, New York, radio-TV station 
representative. He fills the vac- 
ancy created by the resignation of 
Edward Shurick, who now is mar- 
ket research counsel for CBS. 


Alaska Outlets to NBC 

Station WFAR, Fairbanks, and 
KENI, Anchorage, Alaska, have af- 
filiated with the National Broad- 
casting Co. 


Raven Names Pratt Agency 
Red Raven Corp. of Cheswick, 

Pittsburgh, has appointed Russell 

Pratt Advertising, Pittsburgh, to 


handle advertising in magazines. 
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Advertising Age 
has been FIRST in 

every preference study made 
among advertising agency 
executives in the past 


ten years. 


No wonder that today 
Advertising Age has again hit 
a new high in paid 

subscriptions to 


advertising agencies. 


" weecnrtet™ 


“i ee Eee ee Sa TT : — Se eae 2 ~ +. a 
eo 
eae 
ite ae 
: 

- | 
. 
an 
. 

. 

; 
ai 
oy a 

Ee 
“Aonvavennaunnnenevevncenvenenensenensuesesenensenuonecenenensnsnenseuunoevessseeeeneeseneeueueneneeseseneeuenaueveneneneneseunaneaueseseneneuuenenensunenenennenenenegeeneeneseueneeueseeneneaenueny| 
MUMGTZGCIt?:}UCrHuHTO TTT 
e 
= 
| ban 
ee 
lamed ae 
nana- ome 
vision es 

Regu- aoe 

rill be oo 

r, en- 

of the 

arious 

e has 

nt of 

as as- : 

211. ti 
on 

jailies | 

yapers : 

y this 

New 

)-acre 

sland. 

osters 

ot an- : 

tured. — 
fe ‘ 
rgan : 

~leve- a 

sraw- ine 

ointed sti 

senta- a 

ent & Re 

York : 

ns. Rese. 

| Pete 2 rtising 20 | 

& Pet- _ Bdvertisi's =. ze 

— Ps ante ne ale — x -_ . FCC Apparenily Rese? ve i 

ion of ps seaniesl Metis | to Widen Video = oe 

ar ee et), ae caps 

Ss. a one ns oe ' | 4 doce : Bai cimenener ates meat yh 

s, and 3 I : - p a : “— 

ve af- — =" Sipe et EA 2 = i 

3road- Le ee. eee a re | 

(LE SS re Fs a | 
Soe 8 etess semen em mete \sececes ss, 
ee tee ee 
cy s Fo ke be ty oe vg ee ‘ 
P — . — ee 

swick, % 

tussell 

zh, to 

nes. ; ‘ . 

a ia aa as canta ial: i pc RG AIL En SS A ae ee ae De Ress eos 7 goer 3 ei wey mnt 

sige a a i a i aa Ue eR ian eer eet ale 
id ~ . tii a a3, . ) aaa = : = Fa ee i a eon ae ’ PENS) on 


12 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 
Trade Mark Registered 


Issued ev Mond % Advertisi PesPontions, Inc., 100 E. Ohio St 

DE 7-136), ly Earth New York 17. (M oat National Press "bide. Wes 
ington 4, D. C. ue an Headauorter, | High Rd., Whetstone, 

N. 20 (Hillside On CRAIN President publisher. S. R. SERNSTEIN, 
O. L. BRUNS, ti go b oKd MES, Ady 


Member Audit Bureau of Circulations, Associated Business PuaHestion, National 


Association of Magazine Publishers, Advertising Federation America. 
EDITORIAL ADVERTISING 
Editor, S. R. Bernstein Advertisi Director, Jack C. Gafford 
Mana er Soles a Service, G. D. Lewis 


Executive Editor, John Crichton 


Managing Editors, Robert Murray Jr., 
John b. Miller 


New : Oo. Black, siete Darrow, 
James r {i3 Candia, 
Harry J. Hoole, William — Kelly 


Washington Editor, Stanley E. Cohen haa o., Lo . vy gl «oo 
Ameciotn: Naw York: Maurine tooks | fai Artur &. Mert weil 

ristopher, nest C. Gehle rles 
Downes, Cameron Day. Chicago: Murray ves, Anavioe afi, Simpron-Rellly Ltd. 


Pacific Coad Mi —- 


San Francisco (4): ng eg Ltd., 
Russ Bidg., Wm. ticle -— = . 
Seattle (4): Smonets ly w 

Second Ave., Robert L. Applegate, “Mgr. 
London: F. A. Marteau 1473 High Rd., 
Whetstone, London N. 20. 


E. Crain, Emily C. Hall, Jeanne 
berg, Bruce M. Bradway 


European Editor, F. A. Marteau 
Editorial Production, F. J. Fanning 
Librarian, Elizabeth G. Carlson 
Correspondents in All Principal Cities 


15 cents a copy, a in the United States, Canada and Pan 
ph. GR ROE ER Bg. yt - 4 


Common Sense and Fighting Style Trends 


Last week, for the first time since before the war, all of America’s 
newest style automobiles went on display in one place, at the Chicago 
Auto Show. 

To this disinterested, but perhaps somewhat myopic observer, two 
things seemed to stand out: 

First, the public’s interest in and devotion to the automobile is as 

widespread and as deep-seated and awe-inspiring as ever. The crowds 
reminded one constantly of a loving family gathered at the crib of 
the family’s new-born babe. 
_ Second, the automobile industry, involving a utility which has al- 
ways been merchandised as a high-style item, is approaching danger- 
ously near the point at which utility is being foresaken entirely for 
style. 

To the occasional person who is able to close his eyes to the glim- 
mering expanses of exterior chrome, the “vivid beauty” of the new 
medallion on the hood, the steering wheels designed to imitate jewel 
boxes, and other startling advances, it is a sad experience to squeeze 
an overcoated body under a wheel which seems to rest only two inches 
off the front seat. It is an even sadder experience to wiggle one’s dif- 
ficult way in or out of the back seat, to discover that head room and 
leg room are items which have disappeared from the cars and remain 
only in the advertising, and that “streamlined” backs succeed in mak- 
ing the luggage compartment little more than a repository for a spare 
tire and a few tools. 

Even the various Chrysler lines, which have been vigorously bat- 
tling the trend, apparently have been forced to go along to some ex- 
tent. While their interiors seem designed to conform a little more 
closely to the measurements of the human body, this observer would 
not be so rash as to call them roomy. 

The automotive industry seems to have decided that there is some- 
thing obscene about a car whose roofline extends more than five feet 
from the floor, and it seems never to have heard that the average 
American is getting taller and more long-legged. Indeed, judging by 
1950 design, one might guess that the opposite is true, and that 
Americans are turning into midgets. 

It must be admitted that, so far, there is little evidence that the 
American public is displeased with the notion that in an automobile, 
it’s lowness that counts. But one hears enough scattered comments 
from gentlemen who don’t enjoy having their hats knocked off, and 
from ladies..who find it difficult to maneuver in and out of cars with- 
out doing a combination shimmy and strip tease, to suspect that the 
trend toward midget interiors may shortly be reversed. 


: . 


Peace—It’s Wonderful for Everyone 


Last week ADVERTISING AGE reported the new campaign of Amal- 
gamated Clothing Workers of America, stressing the union label, as 
well as other advertising by unions which has been designed to build 
job security for union members by enhancing the public appreciation 
of the goods the union members turn out. Also reported in these pages 
was Philip Pillsbury’s cogent comment on the importance and value 
of developing teamwork within an organization. 

These are encouraging signs. But there are still not enough of them 
to counterbalance the typical union-management controversy, in 
which each side seems to take delight in explaining to the public that 
the other side is completely unreliable, undependable and dishonest. 

Obviously, there is nothing that can improve job security as much 
as convincing those who buy the product that these products are 
turned out under horrible conditions, that they are priced too high, 
and that no self-respecting citizen ought to be caught dead buying one. 

Or could this attitude be wrong and dangerous for all concerned? 


i ae eee ee a ee ee et ae ee, 


—The Modern Millwheel, General Mills 
“He made it out of a Kix box... why don’t you notice it!’ 


What They're Saying 


Farmer Cooperatives 

Farmer cooperatives are volun- 
tary business associations. They are 
set up to increase farmers’ profits. 
They are part and parcel of the 
American economic system. 

Today, about two out of three 
farmers belong to one or more of 
these off-the-farm business agen- 
cies, with total memberships almost 
equal to the total number of farms. 

As corporate units, farmer co- 
operatives make no profits. Re- 
funds and final payments go, on 
a patronage basis, toward enhanc- 
ing the individual profits of farm- 
ers, after limited dividends have 
been paid on stock. 

Farmer cooperatives simply serve 
as the “agents” of farmer-mem- 
bers. In this way they give the 
farmer opportunities equal to those 
enjoyed by other business men en- 
gaged in the production of goods. 

All sound farmer cooperatives 
are built around the principle of 
community service. They are 
owned by local people, pay local 
taxes and assume other local re- 
sponsibilities. Although farmer co- 
operatives have grown to the point 
where they serve as_ effective 
“yardsticks” of what it costs to 
market farm products and buy 
farm supplies, farmers still trans- 
act about 80% of their purchasing 
and marketing with agencies (in- 
dividual retailers, partnerships 
and corporations) other than co- 
operatives. 

—“Agricultural America,” booklet 


produced by American Institute of 
Cooperation, Washington, D. C. 


The Need for Haste 

President Truman has asked for 
cuts in the excise tax. 

“Some” [excise taxes], he said, 
“are depressing certain lines of 
business.” 

That is a masterpiece of under- 
statement... 

Business for the manufacturers 
and retailers in this field will be 
close to a standstill until Congress 
acts. Most customers will not buy 
the merchandise our industry 
makes and sells until this tax ac- 
tion is taken. 

The President asks that they be 
“reduced to the extent that result- 
ing loss in revenue is replaced by 
revenue obtained from closing 
loopholes in the present tax laws.” 

“Closing loopholes” can follow. 

Total elimination—not just cuts 
—of excise taxes should be the 
first business of Congress. 

Since the President has spoke ,.. 


. 


practically all buying has 
stopped...the fate of these man- 
ufacturers and retailers awaits 
congressional action. 

Stall...and you stifle them. 

Act...and you release them 
from the burden of these discrim- 
inatory taxes which have already 
depressed our industry... 

Bear in mind that these taxes 
were imposed during war days.. 
not as revenue raisers, but to dis- 
courage and limit the use of ma- 
terials needed for war produc- 
tion... 

Conditions were bad enough un- 
der the yoke of the tax... Condi- 
tions will be worse while Congress 
debates. Few will buy. Retailers 
and manufacturers will face even 
more severe hardships until Con- 
gress officially acts on the Pres- 
ident’s recommendation—and acts 
to remove the tax entirely, not 
just simply cutting it... 


—Special editorial appearing in the 
February issues of Cosmetics & Toi- 
letries and Handbags and Fashion Ac- 
cessories, published by Haire Pub- 
lishing Co. 


Success Depends on People 

The success of your company, 
or of any business, hinges on how 
well it is able to organize, equip 
and train its people—all the way 
from the bottom to the top... 

Swift’s greatest asset is its peo- 
ple. What does this mean to you 
as a shareholder? It’s a tremen- 
dous plus that strengthens your 
investment, even though it doesn’t 
show up as a dollar value on our 
balance sheet. What have we done 
to help protect this valuable asset 
we have in Swift people? 

Recently you have heard a lot 
about social insurance and pen- 
sions. Many years ago, our com- 
pany voluntarily provided these 
benefits. For example, we have 
had pensions for 34 years—pro- 
vided entirely at company ex- 
pense; illness allowance since 
1917; group life insurance since 
1926—paid for jointly by employes 
and the company. 

For many years Swift & Co. has 
earnestly tried to improve its hu- 
man relationships. We have tried 
to be liberal in our policies toward 
employes—providing them with 
good working conditions, economic 
and social betterment, assistance 
in time of need, and opportunities 
for self-development and advance- 
ment. 


—President John Holmes’ message to 
Swift & Co. shareholders at the com- 


Pany’s annual meeting, Jan. 19, 1950. 
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Rough Proofs | 


A Milwaukee brewer is adver. 
tising for a well-rounded adver. 
tising and promotion man, and the 
lad who takes the job has a good 
chance of becoming well-rounded 
even if he isn’t already. 


Admirers of Phil Harris are sug- 
gesting that he try out the new 
Dixie ballad entitled, “My moth- 
er-in-law has gone to Georgia, and 
that’s what I like about the South.” 


“Mail order book men guard 
their secrets,” headlines the world’s 
greatest advertising journal. 

Maybe the only real secret is 
that you never know if the ad 
will pull till you try it out. 


Lustron’s experience in spend- 
ing $37,500,000 of government 
money suggests that it’s a lot easier 
to talk a good prefabricated house 
than to produce and sell it. 


The Inland Daily Press Associa- 
tion has asked the Post Office De- 
partment to “make a_ thorough 
study of inefficiencies in postal op- 
erations.” 

That’s like asking a 1925 beauty 


“| queen to make a thorough study of 


wrinkles and gray hairs. 
. 


Bill Marsteller urges business 
papers to “match the sales tech- 
niques of the mass magazines.” 

The only hitch is matching their 
expense accounts. 


Zenith has 1,000 applicants for 
only 300 Phonevision movie test 
installations in Chicago. This is 
the sort of news that makes un- 
pleasant reading for theater and 
popcorn tycoons. 


A number of industrial publica- 
tions have been discussing nuclear 
science, but Industry and Power 
is the only one thus far to demon- 
strate the workings of atomic fis- 
sion. 


DuPont has announced a news- 
paper campaign to explain the con- 
struction of full length nylon 
hosiery, and purists are hoping the 
copywriters don’t have a relapse 
and call the product “hose.” 


After reporting that 47 agencies 
billed over a billion and a quarter 
in 1949, AA remarked, “The agency 
business is still a relatively small 
business.’ 

Yeah, but some of them would 
make very nice relatives. 


Now that labor unions are going 
in for advertising in a big way, 
agency new-business men may 
want to change their affiliation 
from the Union League to the 
union label. 


Hopalong Cassidy Enterprises 
has appointed an advertising 
agency and it’s only fair to assume 
that one of its assistants on the 
account will be Windy. 

Copy Cus. 
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TED W. LORD, Empire State Bidg., N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bldg., Detroit, Woodward 5-7260 
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THE INQUIRER PUBLISHED 
THE LARGEST VOLUME 

L ADVERTISING 
ELPHIA 


F RETAIL 
IN PHILAD 


FIRST in totat 


ADVERTISING 


The Inquirer—in 1949—pub- 
lished more than 34,400,000 
lines of advertising. That's over 
5,600,000 more lines than the 
2nd newspaper published. It’s 
also the largest volume of adver- 
tising ever published by any 
Philadelphia newspaper—a 
yearly gain of better than 
1,600,000 lines. 


... amounting to 18,700,000 lines... 
this is a lead of 1,700,000 lines over the 2nd 


paper—and represents the largest gain of 


any Philadelphia newspaper in 1949! 


Both The Inquirer and 2nd newspaper publish 7 days a week. 


soem 


FIRST in cenerat 


ADVERTISING 


The Inquirer published 
5,650,000 lines of general ad- 
vertising—largest volume ever 
published in Philadelphia in 
any one year. This also repre- 
sents the largest gain in 1949. 


NOW IN ITs 17™ CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


The Philadelphia Mrquirer 


FIRST in ctassiriep 


ADVERTISING 


The Classified volume of The 
Inquirer—over 8,300,000 lines 
—is the largest carried by any 
Philadelphia newspaper in 
1949 and showed a leadership 
of 86% over the 2nd newspaper. 


_ Exclusive Advertising Representatives : 


Source: Media Records. 


West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 « 448 S. Hill St., Los Angeles, Michigan 0578 
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Coogan Joins Hening 
Shirley L. Coogan, former] 


Baker To Horton & Henry 
with 


Philadelphia agency. ants. 


Elliott Baker, former free-lance 
Gray & Rogers and the Philadel-| writer of sales training films, has 
phia Evening Bulletin, has joined | joined the staff of Horton & Henry, 
the copy staff of Hening & Co.,| New York, sales training consult- 
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¥ The ks market 
for HOME 
EQUIPMENT 


Over 970,000 men of substance 
and character are Elks. 


These readers of The Elks Magazine 
want and are able to buy 
substantial comforts and conveniences. 


68.9% own their homes. 

With a median annual combined family 
income of $5,472.33, they are financially 
able to buy your home equipment. 


YOU'LL SELL IT, IF YOU TELL IT IN 


__ NEW YORK + CHICAGO + DETROIT « LOS ANGEL 
Scat 9 Speen sun RRR NENT Cee amma 


Chicago Loop Stores 
Merge Credit Plates 

A system of single customer 
credit plates, good in any of five 
major department stores in Chi- 
cago, was instituted recently. 
Marshall Field & Co., Carson Pirie 
Scott & Co., The Fair, Mandel 
Bros. and Charles A. Stevens & 
Co. are the stores participating in 
the plan. 

The plates are being issued in 
lieu of charge account identifica- 
tion formerly used by the stores. 
A customer must validate the plate 
at each store where an account is 
desired. A similar single identifica- 
tion system has been established 
in other cities including San Fran- 
cisco and Indianapolis. 


P&G Productions Names 
Gail Smith, William Craig 

Gail Smith has been named 
manager and William F. Craig as- 
sociate manager of the television 
and nighttime radio production of 
Procter & Gamble Productions, 
Cincinnati. Gilbert A. Ralston will 
continue as executive TV producer 
with offices in Hollywood 

P&G said the changes were made 
because of the “increasing interre- 
lation between nighttime radio and 
television.” Nighttime programs 
will continue to be operated en- 
tirely separately from the daytime 
radio activity, which is headed 
by William M. Ramsey, assisted by 
A. H. Morrison and R. E. Short. 


Tele-Que TV Diaries Show 
Hopalong Cassidy on Top 

January Tele-Que ratings in Los 
Angeles, compiled by Coffin, Coop- 
er & Clay, Hollywood video re- 
search organization, from diaries 
containing viewing records of 685 
TV families, show Hopalong Cas- 
sidy in top position. 

First five ratings, during the 
week of Jan. 22-28, are: 


1. Hopalong Cassidy 54.8 
2. Spade Cooley 46.8 
3. Sunday feature movie 

(on Station KTLA) 46.3 
4. Texaco Star Theater 41.4 
5. Harry Owens 39.0 


As the candle burned, time was indicated by the 


of timepiece was very popular with King Alfred 
(872 to 900 A.D.) an 
monasteries of that day. The Time 
Candle was never an accurate timepiece 
because a change in material or a 
strong draft varied the burning rate. 


Courtesy of the Museum of Science and Industry - 
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TIME CANDLE 350 «.p. 


was used particularly in the 


shadow cast on the card from the horizontal bar. This type 
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MATRIX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 


Advertising Age, February 27, 1959 § Ad 


Mary Lou, daughter of Ray Flicker, v.p. and general manager of the 
Post, Bridgeport, Conn., and Mrs. Flicker, is the bride of Rockwell J, 
Larrabee Jr. . Priscilla Wiggin of Waban, Mass., is engaged to 
Eben S. Church ar. who is on the staff at Horton-Noyes, Providence 
agency. . . Another marriage in the planning stage is that of Donald G, 
Fertman, ad manager of the Du Pont plastics division, Wilmington, to 
Carol Ann Arndt. . . 

Agencymen Bob Black of Dana Jones Co. and Bob Black of Dan B, 
Miner Co., Los Angeles, have known of each other for several years, 
chiefly because of cases of 
mistaken identity by sup- 
pliers, but hadn’t met until 
recently. The meeting was 
arranged by the Dan B, 
Miner Bob Black because 
when he joined Miner not 
long ago, ten of his con- 
gratulatory letters were from 
people he didn’t know. Said 
the Miner Bob: “Those ten 
were so laudatory I knew 
they weren’t intended for 
me, but I thought I ought to 
know the man who rated 
them.” 

The February cover of 
“Greater Minneapolis,” the 
CofC magazine, carries a 
picture of a parka-clad fig- 
ure fishing through the ice, 
and inside the book there's 
a “cover personality” story 
about Jack Cornelius, ex- 
ecutive v.p. (in charge of 
western offices) of BBDO, 
It seems that one of his fa- 
vorite sports is winter fish- 
ing on the lakes around 
Minneapolis. . . 

Macfadden’s Charles W. 
White, director of subscrip- 
tion circulation, received a bronze medallion bearing his likeness and 
the names of 23 of his associates at a testimonial luncheon in New York 
marking 25 years’ service with the company. . . Lou Maxon, head of 
Maxon Inc., has a new title—“The man who did the most for Hotpoint in 
1949.” President John Nance of Hotpoint presented an achievement award 
certificate at a meeting of executives of the Chicago appliance maker. . . 

J. P. Gregg Jr., president of the Phoenix Adclub, and Bill Pursley, 
chairman of its civic recognition committee, were in charge of the 
presentation ceremony when the club gave its Man of the Year award 
to Merchant Barry Goldwater. The award, which the club plans to 
present annually, is based on good citizenship, community service, 
support of community projects and personal assistance to others. . . 

Dutch Feldon, of O. A. Feldon & Associates, who became acting presi- 
dent of Chicago admen’s favorite charity, the Off-the-Street Club, 
following the death of Mau- 
rice Rothschild, has been 
elected president of the west 
side club for boys and 
girls. .. 

Josef C. Dine, press de- 
partment director, and 
Caroline Burke, television 
producer at NBC, are teach- 
ing in the spring semester 
at Columbia University’s 
school of general studies. 
Dine is handling a basic 
course in broadcasting, and 
Miss Burke, a laboratory 
course in TV production. . . 

Robert C. Smith, dean of 
Canadian admen, has cele- 
brated another birthday. 
Now within reaching dis- 
tance of 100, he’s going to 
keep his exact age secret 
until he makes the century 
mark. He resigned a year 
ago from the presidency of 
R. C. Smith & Son, the 
Toronto agency he founded, 
but is still chairman of its 
board. . . E 

Two professional members of Alpha Delta Sigma ad fraternity were 
initiated at a Walter Dill Scott chapter banquet in Chicago, Feb. 18 
They were Harlow P. Roberts, v.p. of Goodkind, Joice & Morgan, and 
Gerry Cunningham, ad manager of Sears, Roebuck. Wesley I. Nunn, 
ad manager of Standard Oil Co. (Ind.), was a speaker at the meeting. .. 

Oscar M. Dugger, western ad manager of Progressive Farmer, wound 
up 25 years’ service. with the publication last month. He has spent 18 
years in the Chicago territory, but ‘also has represented the company 
in New York and Birmingham, Ala. . . Another 25-year man is 
J. R. Poppele, WOR v.p., who was the engineer who put the New York 
station on the air. . . 

A newly elected director of Muzak Corp. is C. Scott Fletcher, presi- 
dent of Encyclopaedia Britannica Films, and a new director at Allis- 
Chalmers is Fred Bohen, president of Meredith Publishing Co., Des 
Moines. . . 

Bill Reed, a partner of Edward Gottlieb & Associates, New York, has 
been appointed as a trustee of Eastern Military Academy, Cold Springs 
Harbor, L.I. His active interest in education at the grade school level 
has been stimulated by his 11-year old son Jonathan, who is a student 
at the academy. 


RED FEATHER MEETING—Alex Osborn (left), 
chairman of Batten, Barton, Durstine & Osborn 
and head of the public relations advisory com- 
mittee of Community Chests and Councils of 
America, gave hearty congratulations to Stanley 
Allyn, president of National Cash Register Co. 
and newly elected president of CCCA, at a Red 
Feather conference in Cincinnati. Mr. Osborn 
was elected a vice-president of CCCA during the 
conference. 


VACATIONERS—Henry C. Heier, free-lance artist 
who does a lot of the Coca-Cola work for 
D‘Arcy Advertising Co., St. Lovis, enjoys a 
change of pace with his wife and daughter 
Carol at Remuda Ranch, Wickenburg, Ariz. 
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Advertising Age, February 27, 1950 
Univis Pricing Held 
Lawful by U. S. Court 


New YorK—Declaring that the 
government had failed to prove 
either criminal conspiracy or civil 
conspiracy, Judge Clarence C. Gal- 
ston, in the U. S. district court for 
the southern district of New York 
dismissed the government’s peti- 
tion to adjudge the Univis Lens 
Co. Dayton, O., manufacturer of 
optical lenses, and Roy Marks, its 
former vice-president in charge of 
sales, in violation of an anti-trust 
judgment. 

The Justice Department had 
contended that Univis violated an 
anti-trust judgment entered in 
1942 “by combining to fix and in- 
fluence the sales prices at which 
wholesalers should sell prescrip- 
tion ground lenses bought from 
Univis.” 

The company is one of the larg- 
est U. S. manufacturers of special- 
ized optical lenses sold through 
wholesalers and jobbers and 
ground to prescriptions of eye spe- 
cialists. 

Judge Galston said, “The gov- 
ernment’s whole case rests on the 
distribution of price lists to their 
customers [by Univis] but the cor- 
respondence shows that there was 
no widespread distribution. On the 
contrary, requests for large quan- 
tities of price lists were rejected 
and only a sufficient number were 
sent for use by members of the 
customers’ organization. 


“To grant the relief sought in 
this present proceeding would be 
to extend, or substantially to mod- 
ify the provisions of Section 3 of 
the final judgment entered in Sep- 
tember, 1941. In effect, such an ex- 
tension or modification would bar 
Univis from following the usual 
and lawful business policies which 
are customarily practiced in indus- 
try when sellers seek to apprise 
their trade of the prices at which 
their products may be purchased.” 


Stewart, Dougall Form 
New Survey Organization 


Stewart, Dougall & Associates, 
New York, has organized a de- 
partment of field operations, op- 
erating as a separate company to 
be known as S-D Surveys Inc. 
The new organization will handle 
market and media surveys, at- 
titude studies and product testing. 
For the present, S-D Surveys will 
maintain offices with Stewart, 
Dougall at 30 Rockefeller Plaza, 
New York. 

Officers of the new company 
include: Arthur B. Dougall, presi- 
dent and treasurer; Johanna B. 
Cooke, vice-president, who will 
serve as account executive and re- 
search consultant, and Jean Har- 
vey Marion, secretary and director 
of field operations. Paul W. Stew- 
art will serve with them on the ad- 
visory board. Mr. Dougall and Mr. 
Stewart also will continue with 
Stewart, Dougall & Associates. 


Form Pennsylvania PR Group 


_The Pennsylvania Public Rela- 
tions Society has been formed by 
public relations men of the various 
state trade associations and depart- 
ments of the state government. J. 
Hugh McNeill, State Department 
of Forests and Waters, has been 
elected president of the new organ- 
ization. Other officers are: Rueben 
H. Miller, Pennsylvania Federation 
of Labor, vice-president; Richard V. 
Wall, Pennsylvania State Chamber 
of Commerce, treasurer, and James 
M. McCollum, of Ketchum, Mac- 

& Grove, secretary. 


Coffin Appointed By S&S 


Charles H. Coffin has been 
hamed western manager of Street 
& Smith Publications, with offices 
in Chicago. He will continue as 
Western advertising manager of 

tving for Young Home Makers. 


Starrett Names Rice 


Benjamin H. Rice, formerly 


Southern regional sales manager, 
has been appointed national sales 
Manager of the Starrett Television 
Corp., New York. 


‘Tribune’ Promotes Wilson 


Ken Wilson, on the merchandis- 
ing staff in the advertising depart- 
ment, has been named manager of 
the sales development division of 
the general advertising department 
of the Chicago Tribune. 


Pictsweet Appoints Ray 


Glenn Ray, formerly advertising 
manager of Orange Crush Co., Chi- 
cago, has been appointed merchan- 
dising manager of Pictsweet Foods 
Inc., Mt. Vernon, Wash. : 


Joins ‘Poultry Journal’ 

Martin G. Reynolds, formerly 
with Industrial Publications, Chi- 
cago, has joined American Poultry 
Journal, Chicago. He also has been 
associated with Foote, Cone & 
Belding and Buchen Co. 


To Di Marco-von Loewenfeldt 


Color Television Inc., San Fran- 
cisco, has appointed Di Marco-von 
Loewenfeldt Associates, San Fran- 
cisco, to handle its public relations 
account. 


Gorham Ups Vanderblue 


Charles S. Vanderblue, director 
of marketing research of Gorham 
Co., Providence, has been named 
acting director of advertising and 
sales promotion. He succeeds John 
P. Young, who has resigned. 


Joins Northwest Airlines 


Margaret McEachern has joined 
the publicity and news service de- 
partment of Northwest Airlines, St. 
Paul, where she will publicize 
company activities of particular 
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interest to women. Miss McEach- 
ern was formerly public relations 
director for the Greater St. Paul 
Community Chest and Council. 


QUALITY...SPEED...ECONOMY 


and it all adds up to KXOK’s top-ru 


St. Louis’ ABC Station » 12th & Delmar, CH. 3700 
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Monsanto to Boost 
Merchandising Aids 
and Client Products 


CuIcaco—A vast program to ad- 
vertise and promote plastics and 
in turn develop a market for its 
raw materials was revealed here 
last week by Monsanto Chemical 
Co., St. Louis. 

The unusual promotion effort 
which began in 1937 is now ex- 
panded to a six-point plan which 
endeavors to sell plastics all along 
the line, from raw materials to 
manufacturer, to jobber, to re- 
tailer and to consumer. 

In 1950 the consumer ad cam- 
paign in The Saturday Evening 
Post will continue at the 1949 
pace and a coordinated mer- 
chandising program will be ex- 
panded. Gardner Advertising Co., 
St. Louis, is the agency. 


sw The products of several thousand 
manufacturers are promoted in the 
Monsanto campaigns. Monsanto 
produces only the raw material. 

To boost plastics consumption 
Monsanto goes after: 

1. Industrialists, via industrial 
publications and direct selling. 

2. Business executives, via 
monthly ads in Business Week, 
Fortune, Materials & Methods, 
Product Engineering, Time and in 
design publications. This is to en- 
courage use of plastics in products, 
ie., refrigerators, toasters, radios, 
etc. These ads feature business 
men who have defied “habit-itis” 
by using Monsanto plastic. B. R. 
Prag, promotional manager for 
Quaker Oats Co., in the current ad 
tells how premiums made from the 
plastics have broken sales records. 

3. Consumers, via regular Satur- 
day Evening Post ads and occasion- 
al newspaper insertions, showing 
uses of plastic products to the 
housewife. 


m 4. Retailers, via store display 
kits to be used in coordination 
with consumer promotion and ads 
in trade publications. Monsanto 
also sends out a monthly house 
organ, “Adventures in Good Liv- 
ing,” to 5,000 retailers. 

5. Buyers and wholesalers, via 


BUYERS OF 
POSTER ADVERTISING SPACE 


ee 
LOOSEN UP 


, The System 
now practiced in the place- 
ment of Poster Advertising 
Contracts 


» »« .» YOU con Get OF 
the so-called 4 


“WAITING LIST” 


and buy Poster Advertising 
with Confidence 


oy Write us direct for 
Your Poster Advertising Space 
requirements in these important 
Massachusetts Markets . . 


METROPOLITAN BOSTON 
WORCESTER DISTRICT 
LYNN-SALEM DISTRICT 
BROCKTON DISTRICT 


EAGLE ADVERTISING CO. 
575 ALBANY STREET 
BOSTON 18, MASS. 


EAGLE —7d: 


trade publications, direct mail and | 
special promotions. Last week’s 
display of 1,000 plastic premium 
items at the Merchandise Mart 
here was an example. 

To integrate promotion efforts, 
Monsanto uses direct mail, point 
of sale material and direct selling 
techniques. 


Reports Ad Revenue Gains 


Holiday reports its advertising 
revenue for the first quarter of 
1950 totaled $777,048, up 6% over 


the same period last year. The 
magazine’s total revenue for 1949, 
including circulation, topped $8,- 
000,000, with the ad revenue alone 
gaining $889,000 over 1948. Now in 
its fifth year, Holiday’s average 
circulation is reported as more 
than 820,000. 


To Merchandising Factors 


Merchandising Factors, San 
Francisco, has been named to han- 
dle the advertising of Fruit In- 
dustries Ltd., a cooperative of 
growers and vintners. 


Goodyear Promotes Two 


Robert D. Firestone, senior sales 
promotion staffman in charge of 
mechanical goods advertising and 
sales promotion, has been named 
in charge of media in the adver- 
tising department of Goodyear Tire 
& Rubber Co., Akron. He suc- 
ceeds M. C. Taylor, who resigned 
to join Meldrum & Fewsmith, 
Cleveland, as media director. R. W. 
Sabine, in the sales promotion de- 
partment, has been appointed to 
replace Firestone as senior sales 
promotion staffman. 


See ws & ae 
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Irving-Cloud Names Harker 
Ralph W. Harker & Associates, 
Los Angeles and San Francisco, 
publishers’ representative, has been 
named to represent (on the West 
Coast) Hardware, Housewares &% 
Sporting Goods, published by Iry. 
ing-Cloud Publishing Co. 


Two Appoint Remington 

E. D. Jones & Sons Co., Pitts. 
field, Mass., and Adell Chemica] 
Co., Holyoke, Mass., have placed 
their advertising with Wm. B, 
Remington Inc., Springfield, Mass, 


THE GREATEST “CASH-AND} 


latest figures reveal 
- new record in single copy sales 


as Woman’s Day soars to neMpighi 


America’s Largest Magazines of Audited Circulation « Publishers’ Statements for First Six Months of 19 


TOTAL CASH-AND-CARRY CIRCULATION (SINGLE COPY SALES) Kj gle co 
CIRCULATION MAGAZINE 1,000,000 2,000,000 © 3,000,000 + 4,000,000 

5,341,626 | Life pees 
4,473,630 | Ledies’ Home Journal ‘Bey are | 
4,034,169 | Saturday Evening Post = 
3,971,191 Woman's Home Companion 
3,842,441 | MecCall’s -danc 
3,469,544 | WOMAN’S DAY bri 
3,283,126 | Better Homes and Gardens ; 
3,141,363 | Good Housekeeping ingle c¢ 
3,072,298 | Collier's eader's 
3,041,430 nthe f 
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er NBC-TV’s Promotion 
ciates, Personnel Is Named 
NC1SCo, James Nelson, director of the 
S been new advertising and promotion 
West § init of NBC-TV, New York, has 
>a & selected the personnel for his de- 
¥ ent. 
Ray O’Connell was named man- 
r of audience promotion; Fred 
Veit, art director, and Frank Mc- 
Pitts. Mahon, copy writer. All were for- 
-mical merly members of the radio adver- 
placed tising department. John Fuller, 
m. B, formerly of Little Brown & Co., 
Mass, has joined the department. 


Names MacDonald-Cook . 


MacDonald-Cook Co., South 
Bend office, has been named to 
handle the advertising of Metal 
Tile Products Inc., Hastings, Mich., 
manufacturer of Hastings Alumi- 
tile wall ‘covering for interior and 
exterior use. 


BotA Appoints Roy Bradt 

Roy Bradt has been named 
western manager of the retail di- 
vision of the Bureau of Advertis- 
ing, American Newspaper Publish- 
ers Association. 


Nearly 1/3 of High School Students Think 
Business Profits Too Large, Study Shows 


New YorK—Ballots from 50,000 
high school students have been 
received by Scholastic Magazine 
in response to a recent survey of 
student opinion on matters from 
world government to business 
profits. 

One question asked was: Do you 
have the impression that most 
American business corporations to- 


day are making too much money, 
a fair amount, or too little? 

Among boys answering, 57.6% 
said a “fair amount”; 29.5% said 
“too much,” and 3.1% said “too 
little.” Girls answered: 47%, “fair 
amount”; 32.7%, “too much,” and 
5.6%, “too little.” 

Asked what they considered a 
fair profit on each $1 of business, 


nevpeights 


gle copy sales are the cream 
magazine circulation because 
are buyer-initiated. No pre- 
ims or pressures, no “song- 
-dance,"” no special induce- 
bring these sales in. The 
ingle copy sale reflects the 
tader's desire to buy, rather 


nthe publisher's desire to sell. 


WHAT DO WE MEAN BY “CASH”? Cash 
is ready money . . . money the shopper is 
ready and able to spend to satisfy 

her immediate needs. Cash is what 

makes a woman say in one breath, 


“| want it” and in the next, “I've got it.” 


WHAT DO WE MEAN BY “CARRY”? 


Carry means on the go, out in the market. 


It is circulation that's decidedly not dead, 
sick, moved, disinterested, or too busy 

to read. Single copy customers are not 
only up and around. They're eager to 


buy .. . and that goes for products too. 
“CASH-AND-CARRY”. .. YOUR MOST 


VALUABLE CIRCULATION. Cash-and- 


carry magazine sales represent 
“live” money from “live” customers .. . 


the richest potential for your product. 
The entire circulation of Woman's Day 


is made up of these sales . . . and 
Woman's Day tops all the other leading 
magazines in ‘‘cash-and-carry circulation." 


With the December 1949 issue, Woman’s 
Day hit a new high of over 3,830,000 — the - 
largest single copy sale of any audited 
magazine in the world. And the picture for 


1950 is healthy. First quarter figures show 


an 8.4% increase in linage and a 


13.6% increase in revenue . . . the greatest 

number of editorial pages, the greatest 

number of advertising pages ever bought 

in Woman’s Day history. = 


Oman’s D 


on sale at all A & P Food Stores— 5¢ 


17 


boys answered as follows: 36% 
said 15¢; 22.4% said 10¢; 14% said 
4¢ or less; 13.6% said 25¢ or more, 
and 14% had no opinion. Among 
girls, 40% said 10¢; 16% said 15¢; 
14% said 4¢ or less; 11% said 25¢ 
or more, and 19% had no opinion. 

The poll is the 17th for the Insti- 
tute of Student Opinion. 


Cresap, McCormick & Paget 
Names Two Partners 


Matthew I. Devine and Robert 
Kaye have been admitted to gen- 
eral partnership in Cresap, Mc- 
Cormick & Paget, management en- 
gineers and market analysts, New 
York. Mr. Kaye has been with the 
company since 1946. Mr. Devine, 
who heads the Chicago office, 
joined the company in 1947 from 
the management research group 
of General Electric Co.’s executive 
department. 


Olson Heads NY Office 


B. G. Olson, general manager 
of Morse Decals Inc., Los Angeles 
decal manufacturer, has been ap- 
pointed in charge of the newly 
opened New York office. 


[ose $60,0000002 


Maybe you did if you over- 
looked WHTN and WHTN-FM 
in the Huntington Market... 
for WHTN delivers more than 
one-fifth of this $300,000,000 
market (no station has as 
much as two-fifths)...and at 
a lower cost - for - coverage, 
too. Add to this an FM bonus 
on WHTN-FM. the most 
powerful FM station in the 
Central Ohio Valley. and 
you've got a low-cost, high 
power medium for tapping 
the gold in these hills. Take 
a look at the Huntington 
Market...then make up your 
mind to get your share by us- 
ing WHTN and WHTN-FM. 


TKE POPULAR STATION 


\Al ' 
oe VWEE EOS. 


1,000 WATTS 33 000 WATTS 


HUNTINGTON, W. VA. 


Huntington's 
only clear channel AM station 


For availabilities, rates and 
other information, wire, write 
or phone 


PACE-WILES, INC. 
ADVERTISING 
Huntington, West Virginia 
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BETTER TEST IT FIRST 


You're skating on thin ice when you put your full weight 
behind a new product before testing it. For tests you can 
trust, try “Test Town, U.S. A.” Here results are typical — 
because the South Bend market is typical. It offers a per- 
fect cross-section of the nation’s industrial-agricultural 
structure. One newspaper — and only one — covers all of 
this great test market. Write for free market data book 
entitled “Test Town, U.S. A.” 


Soulh #end 
~— 6 Cribune | 


STORY, BROOKS & FINLEY, INC. * NATIONAL REPRESENTATIVES 


Griggs-Cooper Changes Setup 


Griggs-Cooper & Co., St. Paul, 
grocery products manufacturer and 
distributor, will discontinue whole- 
sale grocery operations and will 
expand its manufacturing inter- 
ests, promoting its Home Brand 
line with increased advertising and 
retail service calls: The Minuet 
line of crackers and cookies and 
new Thinuet saltine will be mer- 
chandised and sold direct to re- 
tailers as in the past. The com- 
pany also distributes light wines. 


Commission Names Kudner 


The Netherlands Trade Com- 
mission, New York, has appointed 
Kudner Agency, New York, to 
handle advertising and promotion. 
No media schedules have been set. 
The commission is a new adver- 
tiser. 


Joins Stevenson & Scott 


Louis E. Leprohon, formerly 
with Station CKAC, has been 
named director of radio advertis- 
ing of Stevenson & Scott, Mont- 
real agency. 


"Bringing home the Bacon’ 


(and is he bringing home your brand ?) 


reason — 


HEN Pop walks in and says “Here 
it is, we’ve got it!” nobody has to 
ask What? or Which kind? 


Chances are, that was decided some 
time ago, in a string of informal family 
conversations —the way most family 
purchases are decided. 


For this is home, where wants are 
born—and sales started. 


If you want to get these sales started in your 
direction, talk to your prospects while they are 
making up their minds. Talk to them through 
the magazine with the most home influence — 
Better Homes & Gardens — for a very human 


People have come to read “Better Homes & 
Gardens differently from other magazines. They 
turn to it with a warmth of confidence and 
welcome. Here in its bright pages are information 
and sparkling suggestions they’re looking for— 
100% family service, with advertising pages and 
articles read on a basis of equal interest! 

This is unique. And when you multiply it by 
more than 3,000,000* copies going into much- 
better-than-average homes across the country, 
you can see what has happened— 

America’s lst Service Magazine has become 
America’s Ist Point of Sale. 


*3,283,000 latest ABC—and going above 3,500,000 soon! 


Advertising Age, February 27, 1980 


Feb. 28-March 1. Domestic Distributigg 


Department, Chamber of C ce of the 
United States, 6th National Marketing 
Conference, Hotel Book-Cadillac, Detroig 

*March 16-17. American Management 
Association, marketing division, confeg 
ence on sales and merchandising, Hot™ 
Statler, New York. 

March 28-31. Premium Advertising A= 
sociation of America, 17th annual ng 
tional premium buyers exposition anm 
conference, Stevens Hotel, Chicago. 

March 29-31. Association of Nationsgay 
Advertisers, annual meeting, The Homa 
stead, Hot Springs, Va. : 

March 30-April 1. American Associ 
tion of Advertising Agencies, annual meet 
ing, Greenbrier, White Sulphur Spring 
W. Va. 

March 31-April 1. Association of Na 
tional Advertisers and American Associagl 
tion of Advertising Agencies, joint mesial 
ing, the Greenbrier, White Sulphug 
Springs, W. Va. a 

April 11-12. Annual symposium and exam 
hibit, Point of Purchase Advertising InN 
stitute, Waldorf-Astoria Hotel, New York 

April 12-19. National Association @ 
Broadcasters, 28th annual convention 
Stevens Hotel, Chicago. 

April 25-27. American Newspaper Pul= 
lishers A iation | convention 
Waldorf-Astoria, New York. 

May 3-4. Associated Business Publica 
tions, annual conference, Drake Hotel, 
Chicago. 

May 4-6. International Affiliation of 
Sales and Advertising Clubs, 48th annual 
convention, Syracuse, N. Y. 

*May 11-12. Public Utilities Advertising 
Association, annual convention, President 
Hotel, Kansas City, Mo. 

May 14-17. National Newspaper Promo- 
tion Association, annual convention, 
Schroeder Hotel, Milwaukee. 

May 22-23. Inland Daily Press Associa- 
tion, spring meeting, Congress Hotel, Chi- 
cago. 

May 31-June 3. Advertising Federation 
of America, 46th annual convention, Ho- 
tel Statler, Detroit. 

June -9-11. California Newspaper Ad- 
vertising Association, annual convention, 
Del Mar Beach Club, Santa Monica. 

*June 25-29. Advertising Association of 
the West, annual convention, Hotel Am- 
bassador, Los Angeles. 

June 29. National Association of Maga- ) 
zine Publishers, summer meeting, West- 
chester Country Club, Rye, N. Y. 

June 29-July 1. National Industrial Ad- 
vertisers Association, annual conference, 
Hotel Biltmore, Los Angeles. 

*July 17-19. American Marketing Asso- 
ciation, annual convention, Hotel Fair- 
mont, San Francisco. 

*Sept. 18. Outdoor Advertising Associa- 
tion of America, annual convention, Drake 
Hotel, Chicago. 

Sept. 18-21. Financial Public Relationg 
Association, 35th annual convention, Hoe 
tel Statler, Boston. 

Sept. 18-21. Printing Industry of Amery 
ica, annual convention, Palmer Houseg 
Chicago. 

Sept. 24-28. Advertising Specialty Nas 
tional Association, 47th annual convention 
and Specialty Fair, Palmer House, Chik 
cago. 

Oct. 9-11. Central regional meeting, Na 
tional Newspaper Pr tion A iation 
Indianapolis. 

Oct. 22-24. Advertising Federation of 
America, 10th District convention, Herring 
Hotel, Amarillo, Tex. | 

Oct. 23-24. Inland Daily Press Associa 
tion, annual meeting, Congress Hotel, Chik 
cago. ; 


4 
Scragg Opens Own Office } 


George H. Scragg, formerly di-f 
rector of advertising and sales pro# 
motion of White Motor Co., hag 
opened his own sales promotion 
service agency in Cleveland, de 
voted to the promotion of busi# 
ness through sales aids and devices 
of all kinds. He will handle all 
the dealer aids for White Motom 
Temporary offices of the new 
agency are located in the Admin# 
istration Bldg. of White Motor Cog 
842 E. 79th St., Cleveland. / 


# 


‘ 


Three Name Lavenson Agency 


Lavenson Bureau of Advertising 
Philadelphia, has been named @ 
direct the advertising of Plant 
Broadcasting Service Inc., equips 
ment and service for sound em# 
ploye communications; Adelta Mfgg 
Co., manufacturer of warm aif 
ducts, furnace pipe and fittingsg 
and Reinhart Inc., distributor of 
window, floor and wall coverings™ 
Advances Tholen ; 

F. H. Tholen has been named as 
sistant general sales manager 
J. B. Ford division of Wyandotté 
Chemicals Corp., Wyandotte, Mich 
He joined the company in 1929 andy 
most recently was manager of thé 
department handling the sale of 
bulk products in small size unit@ 
through Wyandotte Chemicals’ dis# 
tributors. 
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NEW Subscription Order Form... 


Please enter immediately my subscription to 


Advertising Age for 
() One Year at $3.00 [] Two Years at $5.00 [] Three Years at $6.00 
(1 Payment enclosed [7] Bill me later [) Bill my firm 


Name. Title. 


Firm 


) street 


City Zone____ State. 


ADVERTISING AGE ~ 100 EAST OHIO STREET CHICAGO 11, ILLINOIS 
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Combination Storm 
Window Concerns 
Agree on Ad Code 


ATLANTIC CrtTy—An advertising 
code designed to eliminate “un- 
ethical and misleading” advertising 
of combination storm windows 
was disclosed at the eighth annual 
convention of the Northeastern 
Roofing, Siding and Insulating 
Contractors Association here. 

The National Better Business 
Bureau, as well as the manufac- 
turers, has adopted the standards, 
Originally designed to combat un- 
ethical advertising in the New 
York area. 

Standards were drawn up at a 
meeting of more than 30 represent- 
atives of the industry and pre- 
sented to advertising managers of 
newspapers. All promised coopera- 
tion, it was reported. 


s The regulations: 

1. Where a price is advertised it 
should be distinctly stated, in 12- 
point type, that “price includes in- 
stallation.” 

2. Where a price is advertised, 
it should be qualified as to whether 
it is for any size window or a spe- 
cific size. 

3. Where price is suggested, dif- 
ferent types, styles or makes shall 
be clearly separated from the ad- 
vertised price window and in no 
manner leave the.impression that 
the priced window is other than the 
window indicated in the section 
of the ad having to do with the 
priced window. 

4. Where a guarantee is men- 
tioned, it should be clearly and un- 
deniably qualified and defined as 
to time, labor and materials. 

5. Where the word “free” is men- 
) tioned, it should not be necessary 

to make a purchase to obtain the 
gift. 

6. Where price is quoted, if price 
is based on a minimum quantity, 
it shall be so stated in a clear and 
legible manner. 

7. In any advertisement there 
shall be no statement that the win- 
dow is “burglar-proof.” 


CBS Appoints Campbell 
Western Net Sales Manager 


Wendell B. Campbell, general 
manager of WCCO, Minneapolis 
CBS outlet, has : 
been appointed 
western sales 
manager of CBS 
network sales. He 
will make his 
headquarters in 
Chicago. Prior 
to being with 
WCCO, Mr. 
Campbell was 
general manager 
of KMOX, CBS 
Station in St. 
Louis. 

Gene Wilkey, assistant general 
manager of WCCO, has been 
named to succeed Mr. Campbell as 
general manager. 


HUA MATA TEA L___} 


Wendell Campbell 


Kroger Reports Rise in Net 


Kroger Co., Cincinnati, reports 
a net income of $13,636,564 for 1949 
after taxes. In 1948, the earnings 
before reserves were $11,811,120. 
No reserves were established dur- 
Ing 1949. Sales for Kroger’s 52- 
week 1949 fiscal year totaled $807,- 
739,440, compared with the 53- 
Week 1948 fiscal year sales of 
$825,668,323. At the end of 1949 
there were 2,190 Kroger stores in 
Operation in 19 states, a decrease 
of 150 from the end of 1948. 


Stores Enter Contest 


Parents’ Institute, New York, 
Publisher of Your New Baby, has 
announced that more than 100 
Stores have agreed to participate 
in a Baby Week contest April 29- 
May 6 for the best baby promo- 
tion featuring brands advertised 
in the magazine. 


Lochridge Joins ‘Quick’ 


Ben S. Lochridge, formerly with 
Mutual Broadcasting System, has 
joined the Chicago office of Quick. 


Guelph Yarns Plans Drive 


Guelph Yarns Ltd., Guelph, Ont., 
through E. W. Reynolds Ltd., To- 
ronto, will launch an advertising 
campaign in May using a series of 
full-color ads in both French and 
English publications. 


Form New Art Service 


Maurice Lynn Studios and Gra- 
ham Associates, advertising art 
studios, have combined to form 
the new company of Lynn-Graham, 
4 W. 40th St., New York. 


Columbia's Net Declines 


Columbia Broadcasting System, 
New York, reports a net income 
of $4,184,100 for 1949, against a 
net of $5,041,700 for the preceding 
year. The decline was attributed 
to TV expenditures. 


WGTM Joins Columbia 


WGTM, Wilson, N. C., will be- 
come an affiliate of the Columbia 
Broadcasting System on June 18. 
This is the 187th radio station to 
join CBS. 


Engelke Joins Lewin Co. 

Robert P. Engelke, formerly 
with Cecil & Presbrey, has joined 
A. W. Lewin Co., New York, as an 
account executive. 


Dan River Mills Appoints 
Peg Bender for Publicity 

Dan River Mills Inc., New York, 
has added Peg Odlum Bender, for- 
merly an assistant account execu- 
tive with John A. Cairns & Co., in 
charge of merchandising Dan River 


fabrics, to its advertising depart- 
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ment as head of publicity. 

Miss Bender will be responsible 
for all merchandising and fashion 
publicity for the company. 


COVERS OAKLAND, 
CALIFORNIA AT 
LOWEST COST 
PER 1,000 


Represented nations 
ally by Burn-Smith 
o., Inc. 
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There’s nothing else like genuine, patented .Myst1K. 
It prints or lithographs beautifully in colors, die-cuts 


to all shapes and sizes, is flexible 
And it gets your message up! 


FREE—Write for samples and new book, 
“39 Ways To Use Mystix.”’ Also idea book on 
cardboard and other displays of every kind. 


Print your ad on “‘self-stik”” Mystik and 

it’s ready to put up with a touch. That means more 
point-of-sale advertising up . . . less waste. And Mystik 
gets the best spots . . . cash registers, counter tops 
and fronts, store doors, or right on your product. 


Self-Stik 
Point-of-Sale 
Advertising 


and really sticks. 
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Bartlett Decries Lack 
of Knowledge He Found 
During Six-Week Search 


By CHARLES DOWNES 


New YorK—‘“Too many agen- 
cies today make the mistake of so- 
liciting new accounts without hav- 
ing even a superficial working 
knowledge of a prospective cli- 
ent’s products,” H. L. Bartlett, ad- 
vertising manager, Mergenthaler 
Linotype Co., told AA last week 
in recounting his recent experience 
in selecting a new advertising 
agency. 

Mr. Bartlett in the past six weeks 
visited the offices of 23 agencies 
that solicited the Mergenthaler ac- 
count before he selected Hazard 
Advertising Co. to replace Kenyon 
& Eckhardt, which resigned the ac- 
count, as of April 1, after having 
serviced it for 17 years. 

The situation of Mergenthaler 
and Kenyon & Eckhardt was one 
in which the agency and the client 
grew in different directions, Mr. 
Bartlett said. The agency de- 
veloped more and more in the con- 
sumer field and the client, while 
it grew, remained essentially an 
industrial account. 


= When the time came for him to 
seek a new agency, Mr. Bartlett 
said, he was almost overwhelmed 
with solicitations and had to give 
virtually all of his time to the mat- 
ter for six weeks. 

Having served in the agency 
field (Ward Wheelock Co. and 
Batten, Barton, Durstine & Os- 
born), and with industrial experi- 
ence (advertising department of 
International Nickel Co. and as- 
sistant copy chief of Morse In- 
ternational Inc.), Mr. Bartlett 
knew what he wanted and how to 
appraise an agency. 

He wanted three major things: 
(1) an agency willing to do busi- 
ness for the normal 15%; (2) an 
agency with a feeling for good de- 
sign, copy, and art work, and one 
with a background of creative ac- 
complishment; and (3) an agency 
of the right size, where the Mer- 
genthaler account would be neither 
the biggest nor the smallest in the 
house, but just another client, so 


HIS KNOWLEDGE 


IS YOUR POWER! 


Win evens product the influence 
and g will of the 20,000 County 
Agents, Vo-Ag Teachers, Exten- 
sion ogee vy ong —_ ay wena 
tionists who rea etter farming 
Methods every month. 


FARMING 
METHODS 


Mergenthaler Shops for Agency; 
Finds It Hard to Make a Choice 


to speak. 

Needless to say, Bartlett be- 
lieves he has found what he wants 
in Hazard. He is convinced that 
“Mitch” Havermeyer, the agency’s 
art director, is one of the best in 
New York. He is certain that Don- 
ald B. Foresman, one of the part- 
ners, who will service the Mer- 
genthaler account, has an almost 
intuitive understanding of many 
of Mergenthaler’s advertising prob- 
lems. 


a Foresman, as well as others at 
Hazard, Bartlett found, has taken 
the trouble to become familiar 
with what Mergenthaler wants its 
customers and prospects to know 
about linotypes. The agency sub- 
mitted ideas and advertising de- 
signs, and told Bartlett how the 
Mergenthaler account would be 


handled. It made no rash promises, 
didn’t try to rush Bartlett off his 
feet, and pointed out auxiliary fac- 
tors of .interest. 

One in particular that impressed 
Bartlett, he said, was that Hazard 
is one of 30 members of the Na- 
tional Advertising Agency Net- 
work and because of this could 
obtain for him, quickly and cheap- 
ly, local research, market data and 
other services in 30 different mar- 
ket areas. 


s Commenting on some of the 
things he found objectionable or 
annoying in the solicitations of 
several of the agencies he visited, 
Mr. Bartlett said he was surprised 
that many well-known agencies 
“didn’t do too good a job in sell- 
ing themselves.” 

“Too many sought the account 
for its prestige value, or for what 
they thought it would do for them. 
What they could do for Mergen- 
thaler seemed to be secondary in 
the thinking of quite a few. 

“Very few of the agencies had 
done even superficial research into 


what Mergenthaler was trying to 
sell and how or why. Relatively 
few had done any thinking about 
the mechanics of handling the ac- 
count. An advertising manager 
wants to know the people he is go- 
ing to work with. You do business 
with people, not with corporate en- 
tities.” 


= On the other hand, Bartlett 
pointed out, a number of the so- 
liciting agencies made admirable 
presentations and, undoubtedly, 
could and would service the ac- 
count satisfactorily in every way. 
In some of these instances, how- 
ever, the flat 15% proved an ob- 
stacle. In others, Bartlett felt that 
the agencies were too big, or too 
consumer-minded, and that the 
Mergenthaler account in the course 
of time would be relegated to the 
cub members of the staff. 

“We want to know at the end of 
each month,” Bartlett said, “exact- 
ly what our advertising is cost- 
ing. An agency’s overhead is a fac- 
tor that a client has to consider 
in this connection. Several agen- 
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cies were not geared to render 
monthly statements, surprising as 
that may seem. 


ws “Another thing that annoyed 
me,” Bartlett added, “was the at- 
titude of a number of agencies 
toward copywriters. Too many of 
them make a fetish of specializa- 
tion. A good copywriter should be 
versatile, well-rounded, able to 
handle any type of copy, with 
proper preparation and research. 
“Although Mergenthaler is spe- 
cialized in many ways, any good 
copy man with a sound mechani- 
cal training, a good deal of which 
he can pick up here at the Mer. 
genthaler plant, should be able to 
write the kind of an ad we want. 
' “And what we want is simple 
enough,” Bartlett said with a smile, 
“We want our ads to be little sam- 
ples of our business.” 


= Bartlett had a free hand in the 
selection of the new agency, but 
since it is the policy of the sales 
and advertising departments to 
work as a team in all particulars, 


DO YOU SUFFER FROM ® 


Pictorial Review 


Get Quick Help From 


The ONLY Great Sunday Magazine You Can Use 
For Mass Selling In Single Markets 


PLE ... your customers... live and buy in 
geographical areas called markets. These mar- 
kets vary in size of population. But, from the stand- 
point of your sales, you classify them quite differ- 
ently. To you, they are either good, medium, or 
poor. A good market is a proFIT market. A medium 
market is a “Break-About-Even” market. A poor 
market is one in which your competitors may be 
thriving, but in which, for one reason or another, 
you suffer from unsolved “SALES PROBLEMS.” — 


If your profits sicken from uncured “‘SALES PROB- 
LEMS” in any market that holds for you a big, un- 
touched potential, you send your sales staff into that 
market to give it individual treatment. You shift 


methods, tactics, to meet local conditions. You put 
the pressure on. That’s exactly what the undupli- 
cated flexibility of PICTORIAL REVIEW permits you to 
do with your advertising. With PICTORIAL REVIEW 
you are not forced to treat all markets alike. Without 
investing a dollar anywhere else, you can pick out 
any single “SALES PROBLEM” market and center in 
that the full force of PICTORIAL REVIEW’s tremen- 
dous, sales-vitalizing energy. 

Check PICTORIAL REVIEW’s 10 big, rich markets 
with your own sales records. In which of these are 
your sales below par? If in a single one your profits 
and prestige are dying from bad ‘‘SALES PROBLEMS,” 
try rushing PICTORIAL REVIEW to the rescue now. 


And Pictorial Review Gives You these Other Exclusive Advantages: 


A clear field for your product because of no similar 


Ability to time your advertising to the timing of 


your individual market sales plans. 


Deep penetration into largest customer-masses in 


1. A mass-buying audience created and held by the $. 
World’s top artists and writers. product advertising. 
2. Proven high readership for every single advertise- 6. 
ment. 
3. The mighty impact of color advertising, even in a ) 
single market. America’s biggest buying centers. 
4. Reader interest anchored deep in all the news of 8. 


“home town” entertainment. 


The invaluable street-by-street market guidance of 
the famous Hearst Sales Operating Controls, 
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he made no move without the ap- 
proval of H. W. Porte, Mergen- 
thaler’s vice-president in charge of 
sales. 

Mergenthaler’s fiscal year starts 
in October. Between now and then, 
Bartlett said, there will be no ba- 
sic change in the present adver- 
tising program. All existing con- 
tracts will be carried out, he said. 

The company’s budget calls for 
the expenditure of $75,000 for me- 
dia space plus additional expend- 
itures for direct mail and auxiliary 
services. The company sets all of 
its own ads in its own model 
unionized print shop at its own 
plant, and buys and checks all 
plates. 


Ad Bureau Dinner Arranged 


The annual dinner of the Bureau 
of Advertising, American News- 
paper Publishers Association, is 
slated for Thursday, April 27, at 
New York’s Waldorf-Astoria. Col. 
J. Hale Steinman, —— of the 
New Era and Intelligencer Journal, 
Lancaster, Pa., heads the dinner 
committee. 


‘Herald Tribune’ Offers 
‘Early Bird Edition’ 


The New York Herald Tribune 
will bring out an “early bird edi- 
tion” on March 1, which will go 
on sale in midtown Manhattan at 
8 p.m. each evening, three hours 
earlier than ever before. A full- 
size paper, it will carry complete 
financial tables and final sports 
results. 

The new edition will be on sale 
on some 3,000 selected newsstands 
throughout New York’s five bor- 
oughs, and 300 sales points in near- 
by suburbs. The move was con- 
templated for some time, but de- 
layed until the paper completed 
the expansion of its production 
and mail-room facilities. The edi- 
tion will be the only full-size New 
York morning paper available so 
early in the evening. 


Carson Joins Weiss & Geller 


Orrie Carson has joined Weiss & 
Geller, Chicago, in an executive 
capacity. For the past two decades 
he has published a group of 23 
Chicago North Side newspapers 
and recently disposed of his in- 
terests to his associates. 


COLOR MISSIONARY—Frank Stanton (second from right), CBS president, sounds out 

industry leaders on their reaction to color TV following a showing in Washington. 

They are: Howard Morgens, advertising vice-president, Procter & Gamble; Stuart 

Peabody, assistant vice-president, Borden Co., and Samuel C. Gale, vice-president and 
director of advertising of General Mills. 


Muench Gets Candy Account 

C. Wendel Muench & Co., Chi- 
cago, has been appointed to handle 
the advertising of Fannie May 
Candy Co., Chicago. Newspapers 
and car cards will be used. 


Reach Agency Names Bates 

Charles Dallas Reach Co., New 
York, has appointed Bennett Bates, 
formerly copy director of Erwin, 
Wasey & Co., as a vice-president 
and director. 


~ IN ANY OF THESE 


Covering Nearly 6,500,000 
Families With The Sunday 
Issues of 


New York Journal-American 
- Boston Advertiser 
Los Angeles Examiner 
San Francisco Examiner 
Seattle Post-intelligencer 
Baltimore American 
Pittsburgh Sun-Telegraph 
Detroit Times 
Chicago Herald-American 
Milwaukee Sentinel 


1 KEY MARKETS 2 


A HEARST 
UBLICA TIO? 


Nationally 
By Hearst 
Advertising 
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In ‘Lorain Journal’ 
Case, Advertisers 
Are Still Unnamed 


CLEVELAND—Names of advertis- 
ers who complained against poli- 
cies of the Journal, Lorain, O., will 
not be divulged by U. S. attorneys 
before the publishers are tried on 
charges of violating anti-trust laws 
(AA, Jan. 30). 

Furthermore, the Justice Depart- 
ment is not required to give the 
newspaper’s lawyers the names of 
government investigators who 
gathered information leading to 
the suit against the Journal. 

Federal Judge Emerich B. Freed 
denied pretrial moves of the Lor- 
ain Journal Co. demanding that 
government attorneys submit the 
names. 

The anti-trust complaint charg- 
ing the newspaper with seeking to 
monopolize news and advertising 
in Lorain is scheduled to go to trial 
before Judge Freed on March 1. 
A government plea for a tempo- 
rary injunction was denied last 
December, 

AA previously reported that 
Standard Oil Co. of Ohio was 
among those advertisers whose ads 
were banned by the Lorain paper 
(AA, Oct. 3, 49). 


Magazine Aids Retailers 


New York Times Magazine has 
started a merchandising service 
whereby more than 1,000 depart- 
ment and specialty stores will re- 
ceive advance notice of ads ap- 
pearing in the magazine. The pro- 
gram will cover advertising for 
women’s and men’s apparel and 
accessories, and will provide in- 
formation to merchandise man- 
agers on the scheduled ads each 
week. Slips on each ad will give 
style number, price, fabric, colors, 
sizes, size of the ad and resume 
of the copy, retail price, and whole- 
saler’s name and address. Stores 
will get this information two weeks 
before publication of the ads. 


Faber Agency Incorporates 


F. H, Faber Advertising, Minne- 
apolis, has been incorporated as 

. H. Faber Advertising Inc. Fran 
Faber is president and treasurer. 
George M. Decker has been named 
vice-president; Robert Freeman, 
vice-president and art director, and 
Allen R. Sandvik, secretary and 
production manager. 
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GREEN BAY, WISCONSIN IS AN IDEAL TEST MARKET! 
ITS PER CAPITA INCOME IS CLOSE TO THE NATIONAL AVERAGE! 


Per Capita Income, 1948 


U.S. 
$1,289. 


Test Town 
$1,913 


GREEN BAY 
$1,504.00 
FOR THE FACTS 
WRITE 
General Adv. Dept. 
Green Bay Press Gazette 
Green Bay, Wis. 


Survey Buying Power, 1949. 


Sterling to Introduce 
Yeast in Treatment Size 


Centaur-Caldwell division, Ster- 
ling Drug Inc., New York, will in- 
troduce Ironized yeast in “treat- 
ment size” packages on its national 
network programs starting April 1. 

Two new package sizes have 
been designed to carry out the 
recommended dosage of four tab- 
lets daily. In addition to the 60- 
tablet, 15-day supply, the division 
is distributing to retail drug stores 
a 120-tablet, 30-day supply, and a 
240-tablet size providing a 60-day 
supply. 


Form Nylon Dip Sales Firm 


Nylon Dip International Sales 
Corp. has been formed for the 
sales, distribution and advertising 
of Nylon Dip, made by Robert 
Smith Mfg. Co., Los Angeles. 
Executive offices of the new com- 
pany are located in the Genesee 
Bldg., Buffalo. A newspaper, ra- 
dio, direct mail and sampling pro- 
gram has been developed and will 
be tested in western and central 
New York State. 
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Simply remove protective cov- 
ering and press display in 


a oy ator or on a sun-beaten window, your Kleen-Stik’d 
~ =" 4 display “stays put” until intentionally removed. 
Senshi 


7 


WE DO NO PRINTING 
Your own printer will get KLEEN-STIK for you 


Exclusive with KLEEN-STIK 


KLEEN-STIK 


for interestin 


Ideal for WINDOW POSTERS, WALL SIGNS, COUNTER STRIPS, ETC. 
A small Kleen-Stik spot in each corner or a thin strip down each 


Make sure your next point-of-purchase piece is 
used. Kleen-Stik, the versatile moisture-less ad- 
hesive, not only “Gets It Up”... but KEEPS IT 
UP. Kleen-Stik adheres to any smooth, clean sur- 
face (metal, wood, glass or plastic) and is easily 
removed too! Whether placed on a cold refriger- 


Wakes Every Place an Advertising Space! 


j Send for ideas and FREE samples today! { 


Fill out and mail this coupon 
portfolio of 
samples and ideas. 


side is all you need for perfect adhesion. Kleen-Stik'd pieces COMPANY. 
can be used on practically every surface —— WINDOWS * WALLS 
© COUNTERS * SHELVES * SHOW CASES * REFRIGERATORS * ADDRESS. 
CASH REGISTERS * TRUCK SIDES * BACK BAR MIRRORS 

CITY. 


ZONE 


STATE 


KLEEN-STIK Not a glue, paste or cement, but 


@ patented, permanently active adhesive applied to your printed 
pieces (over-all, spots or strips) that cdheres to any smooth, clean 
surface when pressed in place. 


225 N. MICHIGAN AVE. 


KLEEN-STIK PRODUCTS, inc. 


CHICAGO 1, ILLINOIS 
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Plug Merchandise, 
Not Credit Terms, 
Retailers Advised 


CuiIcaco—Midwestern credit bu- 
reau managers meeting here last 
week agreed that one of their most 
important problems is to convince 
retailers to advertise merchandise, 
not liberal credit terms. 

At a press meeting, members of 
the Associated Credit Bureaus, 
Fifth District, who maintain local 
credit information clearing houses, 
agreed that collections are be- 
coming increasingly difficult. 

Part of the problem stems from 
the rash of “no money down” ad- 
vertising copy. It is an axiom 
among credit men that “the lower 
the down payment, the greater the 
risk.” 

In addition, the large number of 
veterans who are trying to buy 
homes, home furnishings, automo- 
biles and television sets at the 
same time are beginning to run 
into difficulties. 


s Throughout the last year and a 
half, association spokesmen agreed, 
delinquencies have increased grad- 
ually but steadily. 

But they contend that the ex- 
pansion in consumer credit has not 
yet reached the danger level. Fed- 
eral Reserve statistics, they point 
out, show that total consumer cre- 
dit at the end of 1949 was $18.8 
billion. 

In 1949, credit totaled 9.7% of 
disposable personal income. Before 
the war, credit totaled 10.7% of 
disposable income. Outstanding 
credit at the end of 1949, before 
taxes, was 8.8% of total personal 
income. Before the war, outstand- 
ing credit was 10.3% of total per- 
sonal income, before taxes. 


Advertising’s Sole 
Purpose Is To Sell, 
Says Victor Exec 


PHILADELPHIA—The importance 
of integrating advertising with de- 
sign, manufacture and the sale of 
products was stressed by James M. 
Toney, advertising manager, RCA 
Victor home instrument depart- 
ment, at a meeting of the Phila- 
delphia Club of Advertising Wo- 
men. 

Unfortunately, he pointed out, 
there is an inclination among ad- 
vertising people to consider adver- 
tising as a business in itself. 

“This is largely a result of the 
classifications and specialization in 
advertising that have given-it an 
autonomous business structure. It 
occasionally leads us to forget that 
the sole purpose and justification 
of advertising is to sell, whether it 
be the proud name of a corporation 
or a marked-down special.” 

Mr. Toney criticized clever, cute 
or profound copy as having no 
place in economics. He also con- 
demned advertising art done solely 
for esthetic satisfaction. 


Motorola Boosts Ad Budget 
25%, Adds Radio and Video 


Motorola Inc., which scheduled 
a heavy newspaper and magazine 
campaign at the beginning of the 
year, has increased its advertising 
budget 25%. 

The increase will be devoted to 
radio and television programs. 
Gourfain-Cobb Advertising Agen- 
cy continues to handle the publica- 
tion advertising, but the company 
has not yet appointed an agency 
to direct the radio and TV cam- 
paigns. 


Mullican Appoints Elfmann 
Harold Elfmann, formerly with 
Parker Advertising Co., Dayton, 
has been named production man- 
ager of Mullican Co., Louisville. 


Weil Names Wells V. P. 


Jim Wells has been named vice- 
president of H. J. Weil Inc., Buf- 
falo agency. 
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COMMERCIAL ARTIST 

Just “art for art’s sake” doesn’t go 
far enough 

For him who puts power and 
punch in his stuff; 

His work is artistic, but what’s 
even more, 

It corrals the customers into the 
store! 


CHAIN STORE MANAGER 


He goes to town: he gets things 
done: 

The pace he sets is supersonic! 

What else could you expect from 
one 

Whose chain reactions are atomic? 


SPACE SALESMAN 


He praises the wide open spaces, 
Where men are men and sales are 
sales; 
Many a space buyer he faces, 
Many a fat account he nails! 
AVERY GILEs, 
Little Silver, N. J. 
Advertising Age’s “poetry cor- 
ner” welcomes verse from you 
readers who have special observa- 
tions to make about the marketing 
field. Contributors receive no pay 
for verse accepted by the editor. 


Milline Plans New 
Volume on Year's 
Best Magazine Ads 


Cuicaco—A larger percentage of 
industrial advertising will be in- 
cluded in the second volume of 
“Best National Advertising of the 
Year,” which soon will be pub- 
lished by Milline Publishing Co. 

The 1949-50 edition will feature 
outstanding magazine advertise- 
ments of the past year, reproduced 
in full color from the original 
plates. 

According to Burton Browne, re- 
tired agency head and now presi- 
dent of Milline, final selection was 
made by a panel of experts from 
hundreds of advertisements con- 
tributed by a consumer readership 
panel, located in various parts of 
the country. 

The panel of judges included 
Lawrence Sizer, vice-president for 
advertising and sales promotion, 
Marshall Field & Co., who judged 
merchandising; John Rawlings, 
president of the Society of Photo- 
graphic Illustrators, who judged 
photography; Douglas M. Smith, 
president of the Chicago Art Di- 
rectors’ Club, layout, and Norman 
Bel Geddes, designer, who judged 
design. 

Also, Steve Hannagan, public re- 
lations; Ben Stahl, illustrator, il- 
lustration; Robert May, copy chief 
of Montgomery Ward & Co., copy, 
and other experts on art direction 
and typography. 


Admirals First Quarter 
Orders Exceed 1949 Total 


“First quarter orders for all Ad- 
miral appliances exceed in volume 
total shipments of appliances for 
the entire year 1949,” according to 
Ross Siragusa, president of Ad- 
miral Corp. Last year, the com- 
pany’s sales volume was $112,004,- 
a , and net earnings were $8,239,- 


In 1948, the company’s sales 
were $66,764,265, with net earn- 
ings of $3,639,025. In a message to 
Stockholders, Mr. Siragusa said 
that the company expects to pro- 
duce 1,000,000 television sets in 
1950. He estimated total sales this 
year will reach $200,000,000, $150,- 
000,000 of which will be derived 
from TV set sales. 


Northwest Airlines Shifts 2 


Allan J. Wash Jr., for two years 
Western region publicity repre- 
Sentative in Seattle for Northwest 
Airlines, has been transferred to 
St. Paul headquarters as assistant 
Publicity director. Chuck Bier, for- 
merly in the company’s Portland, 
Ore., office, has been named to 
Succeed Mr. Wash in Seattle. 


Furniture Mart Head 
Says 1950 Sales May 
Equal 1948 Record 


BIRMINGHAM—Furniture and 
home furnishings sales in 1950 may 
equal the record-breaking dollar 
volume of 1948, according to Law- 
rence H. Whiting, president of the 
American Furniture Mart. 

In speeches before the National 
Federation of Sales Executives and 
the Alabama Retail Furniture As- 
sociation here, he said that retail 
inventories still are 10% below 
the level at this time last year. 

Further, he said that retail furni- 
ture and furnishings sales in Jan- 
uary were ahead of last year by 
5-10%, and that more than half of 


the exhibitors at the annual winter 
furniture market reported sales to 
retailers were equal to or better 
than the best previous market. 

Biggest gain of the year, he con- 
tinued, will be made by the radio 
and television industry, which may 
do a $1.5 billion business this year. 

Home appliances generally will 
contribute the greatest dollar vol- 
ume to the industry total, with 
furniture and bedding second, he 
said. 


Will Organize Seminars 

The School of Business Evening 
and Extension Division of the City 
College of New York has an- 
nounced that it will organize spe- 
cial seminars for groups of officials 
and other employes of particular 
companies. A seminar is now being 


| prepared for General Foods Corp. 


Joins Aikin-McCracken 


W. E. Taylor, formerly with 
Ardiel Advertising Agency, To- 
ronto, has been named senior ac- 
count executive of Aikin-Mc- 
Cracken, Toronto. 


Appoints Poyntz Agency 

The Montreal office of Alford 
R. Poyntz Advertising has been 
appointed to handle the advertis- 
ing of Electrical Mfg. Co., Mont- 
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magny, Que., manufacturer of in- 
dustrial electrical equipment, steel 
shelvings and furniture hardware. 


SIGHS OF LONG LIFE 
FOR QUANTITY BUVERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Artkraft* 
900 Kibby $t., Lime, U.S.A. 


STredemerts Reg U 5 Pet OF 


8x10 genuine glossy photos 


EASY CHART—Sixe 8x10_ 
y | $60.06 


in quantities 


n 500 and 750 quontities 
(1000 and over .06<) 


FOR ALL PURPOSES 


Shorp, clear, crisp! Prompt Delivery! 


PHOTO- 
S- MATIC CO. 


Ph: WH itehall 4-2930 
53-59 E. Illinois St. 
Chicago 11, Illinois 


Why they read The Chronicle 
in San Francisco’s “BEST CIRCLES” 
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Best Way to Start a 
San Francisco List 


Space buyers who know our 9-County 
Bay Area market...and The Chronicle’s 
potent “Best Circle” coverage of city and 
trading zone...usually START their San 
Francisco newspaper lists by scheduling 


The Chronicle. 


Market coverage of other types can be 
added as desired simply by referring to 
current circulation statements and rate 


cards, 


Keeps its balance in a gusty world... 
finds meaning in Market Street and U.N. 


...has a twinkle in its eye 


ANY qualified to judge have called The Chronicle a great 
M newspaper. We edit it to be human, honest and vital 
(Chronicle characteristics since 1865). Department stores and smart 
specialty shops advertise most in The Chronicle... because they 
know the kind of families our kind of newspaper attracts. These are 
top-district families of “The City” and (more importantly in this 
market) the higher-income suburbanites. Advertisements in The 
Chronicle reach people who can buy. There’s a sales-wise distinction! 


ER CO., National Rep i 
+ Atlanta + San Francisco - Los Angeles 
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TV Stations Not 
in Agreement on 
Blessings of Color 


WASHINGTON—Television station 
operators are interested in color, 
but are strongly opposed to an 
“incompatible” system, according 
to a survey by Martin Codel’s Tele- 
vision Digest. 

A five-question survey went to 
98 stations that were on the air 
in early February. Of 37 answer- 
ing the question, “How important 
do you consider color?” 21 said it 
is “quite important” and 16 said 
“not particularly important.” 

Only three—all CBS owned or 
affiliated—answered “yes” to the 
question, “Do you believe any color 
system is ready now?” There were 
33 “no” and one “I don’t know” 
replies. 


e Asked what would happen if a 
“compatible” system—such as those 
of RCA or Color Television Inc. 
—were authorized, most operators 
said they would proceed with cau- 
tion. Some said they would wait 
until competition forced their 
hands. A few said they were plan- 
ning on color. Herbert Mayer, 
WXEL, Cleveland, said he placed 
a “when and if’ order with RCA 
last September. 

Strong misgivings were reflected 
in answers to the question, “What 
do you think telecasters would do 
if any incompatible system, such 
as CBS’s, were adopted?” Some 
said they didn’t know, but many 
pointed out that “the expense of 
starting over might be more than 
stations could take.” One warned 
that “public indignation from set 
owners would be terrific.” 

Virtually all, however, said they 
want to be in color when it comes 
and that it should be on the same 
channels as black and white. 


Plastics Conference Set 


A plastics conference will be 
held March 29-30 at the Stevens 
Hotel, Chicago, in conjunction with 
the 1950 National Plastics Expo- 
sition, which has been scheduled 
for March 28-31 at Chicago’s Navy 
Pier. 


DuMont Appoints Skier 

Norman Skier has been named 
administrative assistant to Ernest 
A. Marx, general manager of the 
receiver sales division of Allen .B. 
DuMont Laboratories Inc., New 
York. 


2 meme 


THERE'S CONCENTRATED _ 
BUYING POWER IN 
‘WINSTON-SALEM: 


LOOK AT THE EVIDENCE 
—-_ 


1948 SQ 
NET EFFECTIVE \ t 
BUYING INCOME 
$157,386,000* 
Since 1946 An Increase 

of 


31.3% 


*SALES MANAGEMENT 1949 
SURVEY OF BUYING 
POWER 


WINSTON-SALEM 


JOURNAL and SENTINEL 


TWIN CITY 


“MORNING 
Natiunal Repre 


SUNDAY EVENING 


otatwe KELLY SMITH COMPANY 


Drexel Laboratories Expands 
Wonder Salve Promotion 
Drexel Laboratories, Drexel Hill, 
Pa., will increase the promotion 
of Wonder Salve, starting March 
1, Wonder Salve ads, which have 
appeared in all eastern and mid- 
western states, will now be ex- 
panded to the Rocky Mountain 
states, including North and South 
Dakota, Nebraska, Colorado, Wy- 
oming, Utah, New Mexico, Nevada, 
Arizona, Idaho and Montana. Cal- 
ifornia will be covered as soon as 
distribution can be arranged. 


All daily papers and leading 
weeklies will be used. Ads will ap- 
pear once a week until the end of 
November. L. E. Evons Advertis- 
ing Agency, Drexel Hill, is the 
agency. 


Mayers Appoints Eastman 

Charles J. Eastman Jr., formerly 
copy chief of Elwood Robinson 
Agency, Los Angeles, and recently 
head of his own Hollywood agency, 
has been opened an account 
ere of Mayers Co., Los An- 
geles. 


‘Aviation Operations’ 
Makes Several Changes 
Aviation Operations, a Conover- 
Mast publication, will change its 
over-all size with its April issue 
from 8% x11%” to 11% x11%”". 
At the same time it will expand 
its editorial coverage, increase its 
controlled circulation from 15,000 
to 18,000 copies monthly, and in- 
crease the weight of its paper from 
50-lb. to 55-lb. stock. No changes 
will be made in advertising rates. 
The specialized editorial service 
rendered by the publication will 
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be extended, according to Harvey 
Conover, publisher, to include avi- 
ation manufacturing and engi- 
neering operations. This enlarge- 
ment of editorial scope, he Said, 
“will enhance the service rendered 
airlines, military aviation, airports, 
and aircraft service operations.” 


Names Ingalls-Miniter 

Ingalls-Miniter Co., Boston, has 
been named advertising and sales 
counsel for Wheeler Reflector Co., 
Boston. Trade publications and di- 
rect mail will be used. 
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Robert Elder Joins Roper to Head Work 
on Advertising Effectiveness Project 


New YorK—Robert F. Elder, 
who resigned as vice-president of 
Lever Bros. Co. last fall, has joined 
the Elmo Roper Research Organi- 
zation to head a project on adver- 
tising effectiveness. 

The advertising effectiveness 
study will be supported on a con- 
tinuing basis by a group of Roper 
clients who have requested help 


in evaluating the effectiveness of 
large ad expenditures. 

The basic question of the project 
will be, “How does advertising 
really operate in influencing peo- 
ple to buy?” The project seeks to 
develop practical means of asses- 
sing the sales impact of ad cam- 
paigns. 

Commenting on the venture, Mr. 


Roper said: 

“The social and economic im- 
portance of advertising, as well as 
its great influence on the profit- 
ability of individual businesses 
has, for a long time, warranted an 
adequate, organized attempt to try 
to apply the kind of engineering 
approach that has so greatly en- 
hanced business efficiency in other 
fields. We are fortunate in secur- 
ing the services of Mr, Elder, who 
has long shared my views as to 


the need and importance of this 


undertaking, and who possesses the 
unusual combination of a scientific 
education, academic experience, 
and practical experience in deal- 
ing with large advertising ap- 
propriations. 

“While the sponsors of the pro- 
ject have been specifically told that 
there can be no guarantee of tan- 
gible results, we are all confident 
that a broad, well organized at- 
tack on the problem will prove 
highly worth while. We are not so 
sanguine as to expect results 


LOOKING FOR A YOUNG MARKET? 


REDBOOK has it! 


* 


* * 


LeaF through any magazine and you'll get a pretty good idea of the people 
who read it. 


Look through REDBOOK and you'll see reflected the alert me? Adults 
in whose interest REDBOOK is edited exclusively. 


EDITED by a young man...34-year-old Wade Nichols... the new, brighter, 
more colorful REDBOOK is naturally attracting a young audience. 


IF you're selling cigarettes or sports clothes, you'll find REDBOOK’s audi- 
ence one of the most receptive young audiences magazine money can buy. 


IF you’re selling homefurnishings, there’s no medium in which you can 
reach more newly-formed families—ready, willing, compelled to buy. 


IF you're selling liquor...or cosmetics...or entertainment, whether it’s 
in the form of radio-television sets or motion pictures — REDBOOK’S young 
readers are an entertaining lot. 


WHATEVER you're selling, ask yourself whether you’re replacing in 
REDBOOK’s 18-to-35 age group the customers who, every year, grow too 
old to care. 


Seeing the silf-inlerett of Young dla / 


THE LIVE-NOW...ACT-NOW...BUY-NOW...AGE GROUP 
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quickly. We are not seeking ‘ser- 
vice’ to be sold; the project is al- 
ready adequately financed.” 


India Has First ABC 


India’s first Audit Bureau of 
Circulations has 106 members, in- 
cluding 80 publishers, and has al- 
ready certified circulations of 43 
papers, according to Jagan Nath 
Jaini, chairman of the board of 
the newly formed Indian ABC. 


Appoint Emery Lewis 


Emery Lewis has been appointed 
chief of the advertisers’ service 
bureau of the Louisville Courier- 
Journal and Times. He succeeds 
Joel L. Irwin, who has become 
promotion manager of the New 
Orleans Item, 


Maguth Picks Lyon Agency 


Maguth Industries, Carlstadt, N. 
J., has named S, Duane Lyon Inc., 
New York, to handle advertising 
for Kitkast, a retractable pocket 
casting rod. Outdoor posters, sports 
magazines, business papers and 
direct mail will be scheduled. 


‘wine ; 
UeHicuniynss 


wine | 
VeRicuLTu 


FARM and RANCH PUBLISHING COMPANY 


Nashville, Tennessee — Dallas, Texas 
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Pabst Sets Ad Pace 
in Brewing Industry 


Spends over $5,000,000 
Now and Won't Let up; 
Over-all Ad Aims Told 


By S. R. BERNSTEIN 


Cuicaco—‘‘Promotion has been 
the keynote of Pabst policy in the 
great period of expansion (1873- 
1893); but in the early years of 
this later period of stability (1894 
to about 1905), the company’s 
watchword became economy.” 

Thus wrote Thomas C. Cochran 
in “The Pabst Brewing Company,” 
published by the New York Uni- 
versity Press in 1948. 

But today there is a profound 
difference. Promotion is definitely 
one of the keynotes of Pabst pol- 
icy. While accurate figures on beer 
promotion are hard to get because 
so much is spent for point of sale 
and other materials, Pabst admits 
that it will put “over $5,000,000” 
into the promotional kitty this 
year, and is sincerely convinced 
that it is the largest and most con- 
sistent advertiser in the beer in- 
dustry. 


s Reading Prof. Cochran’s book 
on Pabst and the brewing industry 
is nevertheless an unusual ex- 
perience. One gets the feeling that 
the basic essentials of the bus- 
iness, despite a sort of suspended 
animation existence during the 
decade and a haif of national pro- 
hibition, have changed less than 
almost any other business. 

The names and the problems are 
much the same now as they were 
50 or 55 years ago. The largest 
brewers in 1895, for example, are 
pretty much the largest brewers 
today, although all of them have 
increased their volume. In that 
year, Pabst was largest, and other 
familiar names, like Anheuser- 
Busch, Schlitz, Ballantine, Blatz 
and Ruppert also appeared near 
the top of the list. 

There were three big “shipping” 
brewers in 1895, Pabst among them. 
And the same trio remain today 
the only truly national beers, 
available all over the country and 
in many foreign lands, while a 
score or so of others have taken 
on semi-national or regional pro- 
portions, but do not have distribu- 
tion in all 48 states. 


mw By the end of 1949, there were 
four brewers whose production and 
sales were estimated in trade cir- 
cles at more than 4,000,000 bar- 
rels. Pabst was one of them. The 
other three were Schlitz, Anheuser- 
Busch and Ballantine, and while 
trade sources generaily put Schlitz 
in first place, the margin between 
them was so small that one might 
almost say an accident of produc- 
tion could change the order. 

Between the “big four” and the 
next largest brewers there was a 
gap of about 2,000,000 barrels. 

In recent years, sales have gen- 
erally followed production. What 
could be produced could be sold, 
and the most important competi- 
tion centered around productive 
capacity. But now all brewers have 
developed additional capacity, and 
the race for sales is on again in 
earnest. 

Perhaps remembering what hap- 
pened when the company pulled 
in its promotional horns in the 
early days of the century, Pabst 
has been promoting and advertis- 
ing hard and vigorously, all 
through the years of shortage. 
Other brewers have occasionally 
let up a bit in the past decade, but 
Pabst has not, and never again 
intends to. 

Advertising an alcoholic bev- 
erage, including beer, is pretty 
much like doing an acrobatic act 
in a straitjacket. Restraint is the 


order of the day—as a result of 
federal regulations and an in- 
numerable number of state and 
local regulations, which contradict 
each other at important points. 


ws The over-all aims of Pabst ad- 
vertising, as stated recently by C. 
E. Staudinger, vice-president of 
Warwick & Legler, the Pabst 
agency, consist of five simple 
points: 

“1. To reach more people more 

often—per block, per neighbor- 

hood, per town—than any other 
brewer of premium beer. 

“2. To gear our advertising so 

that it convinces the beer drink- 

er that Pabst Blue Ribbon is the 
finest beer served ... anywhere. 

“3. To use each medium which 

we believe fits our needs ade- 

quately and consistently. 

“4. To keep our budget by me- 

dia in balance in relation to the 

effective circulation of each me- 
dium. 

“5. To keep our advertising in 

good taste.” 

To carry out these five points, 
Pabst uses a variety of media, but 
in recent years has leaned most 
heavily on radio, and now on ra- 
dio and television. The largest seg- 
ment of its impressive promotional 
budget now goes into radio and TV, 
with what the company calls “pro- 
motion”—embracing point of sale, 
displays, gadgets and sales gim- 
micks—next. Third biggest slice of 
the Pabst budget goes into outdoor, 
of which the company is a heavy 
user, and magazines are next in 
line, with newspapers being used 
principally to bolster outdoor in 
areas where completely effective 
coverage is not available. 


@ Pabst is an old hand at radio, 
having launched its career with 
Ben Bernie—“the old maestro”— 
in the early ’30s. Currently its 155- 


. / IW BOTTLES 
— OR CANS! 


BIG BOTTLE FOR BIG BREWER—At a recent sales conference in Syracuse for Pabst 
distributors and district representatives—one of 14 two-day meetings held through- 
out the country—Pabst Sales Co. execs examine huge bottle on display. Left to right: 
Robert F. Basche’, merchandising manager; |. E. Harris, vice-president and general 


sales manager; Nate Perlstein, 


advertising director; W. A. Swan, assistant general 


sales manager; and C. E. Staudinger and H. Paul Warwick, both with Warwick & 
Legler, Pabst’s agency. 


soring, over the CBS-TV network, 
the boxing matches from St. Nich- 
olas’ Arena, New York. The 
show is televised every Wednesday 
evening from 10 to 11 p. m., EST. 

Pabst feels that the experiment 
has been worth while in teaching it 
what it needs to learn about the 
new medium of TV. 


s In outdoor, Pabst this month is 
launching a new campaign, an ex- 
tension of the “two of a kind” cam- 
paign of last year. The lead-off 
poster, on 4,800 locations in more 
than 2,000 cities and towns, fea- 
tures two bellhops drooling over 
“the finest beer served... any- 
where,” the catch-line which gets 
major prominence in all advertis- 
ing. 

The Pabst magazine schedule for 
1950 calls for 49 full-color pages 
spread over five magazines: Amer- 
ican Legion, Collier’s, Esquire, Life 
and Look. Again carrying on a 
theme and form of presentation 
developed last year, the 1950 ads 
feature “indirect testimonials”— 


RESTRICTIONS—States have various and conflicting restrictions applying to brewing 
company advertising, expecially on point of sale. Size, utility value and many other 


lated The +, 


aspects are reg 


or back bar sign was approved in all states 


except those not allowing point of sale material; the display at right was turned down 


in some states because it 


station NBC network show, “The 
Life of Riley,” has carried the prin- 
cipal promotional load in this me- 
dium. 

Anxious to get its feet wet in the 
new TV medium, Pabst last year 
tried an unusual experiment. In- 
stead of attempting a simulcast 
on both radio and TV of its “Life 
of Riley” show starring William 
Bendix, separate “Riley” episodes 
and situations are written for the 
TV shows. Bendix was unable to 
handle both shows, and so the TV 
show is filmed in Hollywood with 
Jackie Gleason playing the name 
role, thus giving Pabst two “Life 
of Riley” shows simultaneously, 
broadcasting different scripts and 
featuring different name players, 
at the same time. The show is tele- 
cast on 39 stations, coast to coast. 


As of March 1, Pabst is spon- 


featured the girl model. 


photographs of well-known Amer- 
icans “living the life of Riley” in 
their homes with the aid of Pabst 
Blue Ribbon beer. 

In a very important sense, how- 
ever, all of this direct Pabst ad- 
vertising takes a back seat to mer- 
chandising and promotion, which 
Nathan Perlstein, Pabst advertising 
director, considers vitally impor- 


‘tant. 


“As we all know,” he told a re- 
gional sales conference in Syracuse 
—one of a series held all over the 
country—‘“advertising can be a 
total waste unless it is properly 
merchandised. And the essence of 
the merchandising job is at the 
point of sale. 

“This is the final link in the ad- 
vertising chain, and the most im- 
portant link, because it directs at- 
tention to our product at the very 


DB 


best spot where the consumer is 
ready and willing to buy. Every re- 
tail account must have prominent- 
ly displayed some identification of 
the fact that it handles Pabst Blue 
Ribbon beer and ale.” 


@ Reminding distributors that 
about two-thirds of all food and 
beverage sales are impulse sales, 
and asserting that almost three- 
fourths of such sales are clinched 
by store display, Mr. Perlstein laid 
down these four points in connec- 
tion with store display: 

“1. When store managers are 
sold on allowing increased floor 
space for mass displays, the total 
‘take’ is in direct line with the total 
floor space permitted. 

“2. Increased floor space will get 
you increased shelf space. 

“3. Increased floor space will get 
you increased back room stock. 

“4. If you want to install a mass 
display, you’ve got to convince the 
store manager that your display 
will bring him greater returns than 
somebody else’s mass display, 
whether it’s soup, soap or beer.” 

The beer business, as we have 
said, is in many respects startlingly 
similar to what it was a half cen- 
tury ago. But Mr. Perlstein’s ref- 
erence to on-premise and off- 
premise accounts holds the clue to 
the revolution that the business 
has gone through in recent years. 


= Half a century ago practically all 
beer was sold in bulk—in barrels— 
for serving on tap across the bar. 
This was true even of the big 
shipping brewers, even though a 
larger percentage of their output 
was bottled. And even in the case 
of bottled beer, it was consumed on 
the premises—whether those prem- 
ises were a bar, a restaurant, rail- 
road club car, or club. 

Today, things are different. Ac- 
cording to a study just released 
by American Can Co., based on 
Psychological Corp. interviewing, 
54% of the nation’s urban families 
drink beer, and 43% of these say 
they drink it only at home, while 
another 50.1% admit to drinking 
beer both at home and away, and 
only 6.9% say they drink beer only 
outside their homes. 

More than half of the beer for 
home consumption (51%) was 
bought in food and drug stores in 
1949, according to the study, de- 
spite the fact that in a number of 
states sales are limited to certain 
types of outlets, including package 
stores. In 1949, 47% of the home- 
consumption families bought their 
beer in food stores of one kind or 
another, and 4% in drug stores. 
Package stores accounted for 23% 
of sales, restaurants and bars for 
12%, and brewers, wholesalers and 
distributors for 10.4%. 

Compared with 1940, the 1949 
figures show “an increase in pur- 
chases from package stores and the 
purchase of beer direct from brew- 


ers or wholesalers, at the expense 
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of restaurants or bars and drug 
stores,” American Can Co. says. 


a Two studies made by Crossley 
Inc. for the United States Brewers 
Foundation, through J. Walter 
Thompson Co., present somewhat 
different figures, but indicate the 
same general trend. The studies 
were made in 1944 and 1949, and 
indicate that 62.2% of all U. §., 
families buy beer or ale for home 
consumption, with 39.9% purchas- 
ing it in a grocery store, 25.6% in 
a tavern, 15% in a delicatessen, 
6.7% in a liquor store, and 14.2% 
in miscellaneous places. 

The latest study also shows 
52.4% of the civilian population 
over 16 drinks beer or ale, and 
that women consume about one- 
quarter of the beer. Over half of 
all beer consumption was reported 
taking place in the consumer’s own 
home, about one-quarter in res- 
taurants, taverns and bars, and the 
remainder in friends’ homes, at 
picnics, parties, etc. 

Statistics on the trend toward 
packaged beer are particularly il- 
luminating. While packaged beer 
accounted for only 29.5% of all 
beer sales in 1935, its share has 
risen steadily and uninterruptedly 
until in 1948 packaged beer ac- 
counted for 69% of all beer sales. 


gs This does not mean that sales of 
draft beer have declined. What 
has happened is that draft beer 
sales have remained relatively 
static, while the vast increases in 
total beer sales have been ac- 
counted for by gains in packaged 
beer. Tax-paid withdrawals of 
packaged beer amounted to 8,000,- 
000 barrels in 1934; by 1940 the 
total had leaped to 27,000,000 bar- 
rels, and for the fiscal year 1948 
it was 59,500,000 barrels. In con- 
trast, draft beer withdrawals in 
1934 were 24,250,000 barrels; in 
1940 they were 26,000,000, and in 
1948 they amounted to 27,450,000. 

Total consumption of malt bev- 
erages has gone from 36,000,000 
barrels in 1934 to 84,000,000 in 
1948, a decrease of about 1,200,000 
barrels from the peak year of 1947. 
Per capita consumption has risen 
from 12.4 gallons in 1939 to 17.8 
gallons in 1948, somewhat below 
the peak years of 1944, ’45 and ’47. 

Expenditures for beer in 1948 
were reported off about $100,000,- 
000 from the 1947 peak, but still 
totaled a healthy $4,445,000,000. On 
the other hand, total expenditures 
for alcoholic beverages in 1948 to- 
taled $8,800,000,000, off sharply 
from $9,640,000,000 in the previous 
year. The big decline was in dis- 
tilled spirits, which -accounted for 
$4,560,000,000 in sales in 1947, and 
only $3,900,000,000 in 1948. 


# All of this adds up to the return 
of serious competition in the beer 
business, and particularly of the 
national brewers—fighting fierce- 
ly for every advantage. 

In this fight Pabst intends to 
marshal its promotional dollars 
to the best possible advantage, and 
to make them all work overtime. 
And while promotional know-how 
is no stranger to the beer business, 
Pabst thinks it is blessed with un- 
usually promotion-minded top 
management. 

Fred Pabst is chairman of the 
Pabst board, and active head of 
the company is Harris Perlstein. A 
graduate of Armour Institute of 
Technology in chemical engineer- 
ing, young Perlstein’s association 
with breweries began with war- 
time prohibition, when, as a mem- 
ber of the firm of Singer-Perlstein, 
consulting chemical engineers, he 
was called in for technical coun- 
sel by brewers trying desperately 
to find some means of producing 
new products which would enable 
them to stay in business during the 
great drouth. 

Singer-Perlstein had a process 
for making malt syrup in the or- 
dinary way, and also a special pro- 
cess for the manufacture of malt- 
ose, a syrup derived from the ac- 
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4,800 OF THESE—Current Pabst outdoor bulletin appearing in 4,800 individual loca- 
tions in more than 2,000 cities and towns. Pabst posters are chonged every four to 


six weeks. 


tion of malt diatase on corn, rice 
or other starchy substances. De- 
catur Brewing Co. in Illinois be- 
gan to turn out the syrup in 1918, 
using the trade name Premier Malt 
Products Co. 

The business prospered to the 
extent that Singer-Perlstein went 
out of business and in 1924 Singer 
became president of the newly- 
formed Premier Malt Products Co. 
(Delaware) and Perlstein its treas- 
urer. During construction of new 
facilities at Peoria, Singer became 
ill and retired a couple of years la- 
ter, and Perlstein took over com- 
plete management. 


s In 1927 Premier Malt Sales Co. 
was organized in Chicago to take 
over sales on a national basis (they 
had been handled by franchises 
previously), and the company 
quickly became the biggest in its 
field. It was at this time that Ben 
Bernie and his radio show made 
“Blue Ribbon Malt—the mosta of 
the besta” a household phrase. 
When repeal looked likely, Har- 


ris Perlstein, a director of Nation-|- 


al Products Manufacturers Asso- 
ciation, suggested to his fellow di- 
rector, Fred Pabst, that their com- 
panies merge, and on Oct. 28, 1932, 
Premier-Pabst Corp. was born. 
Despite the fact that Pabst went 
through a period of “promotional 
economy” around the turn of the 
century, advertising and promo- 
tion are an important part of the 
Pabst bloodstream, as Prof. Coch- 
ran’s history of the company shows. 


s In 1887-88, for example, Pabst 
spent $91,787 in advertising, an un- 
precedented sum for those days 
(the world-renowned Sapolio’s ap- 
propriation in 1885 was only $70,- 
000). For the three years, 1891- 
1893, Pabst’s annual advertising 
averaged $134,500—about 2.5% of 
the wholesale value of the prod- 
uct. The big money—$50,000 in 
1893—-went into “signs and views,” 
while newspapers and magazines 
got only $7,729. By 1903, Pabst was 
advertising at the rate of well over 
$300,000 a year. 

The sales and promotional team 
working under Mr. Perlstein is 
headed by Ivin E. Harris, vice- 
president and general sales man- 
ager of Pabst Sales Co. He joined 
National Premier Malt Sales Co., 
subsequently purchased by Pre- 
mier Malt Products Co., as a sales 
representative, in 1927. From 1928 
to 1932 he was a division sales 
manager for Premier, and after 
the consolidation with Pabst he 
became assistant general sales 
manager in 1933, general sales 
manager the following year, and 
was elected vice-president in 1939. 

W. A. Swan, assistant general 
Sales manager, taught economics 
and marketing at New York Uni- 
versity for five years before going 
through the ropes of Alexander 
Hamilton Institute, winding up as 
Sales manager. With Pabst he 
served as personnel director, 
southern division sales manager 
and southern division assistant 
general sales manager, before tak- 
ing over his present post. 


a Nathan N. Perlstein, director of 
advertising, started his advertising 
career with Meyer Both Co., news- 
paper advertising service organiza- 
tion, leaving them after several 


years to join Matteson, Fogarty, 
Jordan, where during the Chicago 
World’s Fair he was in charge of 
publicity and promotion for the 
Pabst Pavilion and producer of the 
Ben Bernie show. 

He joined Pabst as merchandis- 


ing manager in 1938, and later be- 
came advertising manager. In 1948 
he became director of advertising, 
both for Pabst Sales Co. and Hoff- 
man Beverage Co., a subsidiary of 
Pabst which makes soft drinks. 
Merchandising manager for Pabst 
is Robert F. Basche’, who has been 
with Pabst for eight years, follow- 
ing a four-year period with Henri, 
Hurst & McDonald, Chicago agen- 
cy, and work in the brewery field. 


Joins Van Diver & Crowe 


William H. Eynon, formerly 
with H. B. Humphrey Co., has 
joined Van Diver & Crowe, New 
York, as vice-president and direc- 
tor of radio. 


Hunter To Erwin, Wasey 


W. M. Hunter, formerly assist- 
ant media director of Marschalk 
& Pratt Co., has moved to Erwin, 
Wasey & Co., New York, as media 
director. 


Norge Heat to Ross Roy 


Ross Roy Inc., Detroit, has been 
named to direct the advertising, 
merchandising, sales promotion 
and sales training of the Norge 
Heat division of Borg-Warner 
Corp. M. A. Straub, assistant sales 
manager, has been appointed in 
charge of sales promotion and ad- 
vertising for the division. 


M-G-M Shows on 200 Stations 


Almost 200 stations throughout 
the United States, Canada and 
Hawaii are now carrying the tran- 
scribed programs produced by 
M-G-M Radio Attractions, New 
York. List of eight shows features 
top Hollywood names. 


Goodyear Promotes Junker 


R. M. Junker, in the tank lining 
sales department, has been named 
manager of the industrial roll sales 
department of Goodyear Tire & 
Rubber Co., Akron. He succeeds 
Ernest Peterson, who has retired. 


27 


Stetson’s Profit Increases 


John B. Stetson Co., Philadel- 
phia, hat manufacturer, shows in 
its annual report that sales in 1949 
dropped about 12.8% under 1948 
to about $12,500,000, but that its 
fiscal year profit in ’49 was $1,- 
600,000, a gain of 108% over ’48. 
The gain was attributed to a cost 
cutting program. 


MacGlashan Joins Kudner 


L. C. MacGlashan, formerly ex- 
ecutive vice-president of Gardner 
Advertising Agency, has joined 
Kudner Agency, New York, in an 
executive capacity. He will devote 
his principal attention to creative 
work, plans and presentations. 


Ebersold Appoints Hauge 


Thor L. Hauge, formerly with 
Smith, Benson & McClure, Chicago 
agency, has been appointed in§ 
charge of the new business depart- 
ment of Fred H. Ebersold, Chicago 
agency. 


FAMOUS COVER GIRLS 
photographed by Benedict Frenkel 


A direct descendant of the rootin’, shootin’ wild-west Dalton boys is willowy 
Lynne Dalton. She is the Esquire “Lucky Tiger” pin-up girl —the current 
Camel cigarette beauty — the Lustre-Creme girl you see on television. Born in 
Massachusetts, Lynne now lives in Tarrytown, N.Y., with her husband. She is 
a capable writer of popular songs, inherits her. musical ability from her grand- 
father, who was arranger for Irving Berlin. Lynne’s picture has appeared on 
covers of See, Pic, Eye, Look, Yank, True Story and True Romance. 


FAMOUS COVER PAPERS 


made by The Beckett 


Color that catches the eye, texture that is pleasing to the touch, quality that 
assures long wear—these are the ingredients that make BUCKEYE and 
BECKETT COVERS the first choiee of admen and printers everywhere. 
14 colors, 9 finishes, to choose from in the BUCKEYE line; 11 colors, 9 finishes 


in the lower-priced but attractive BECKETT line. Samples on request. 
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British Industries Fair Advertises 


in American Way to Americans 


Hewitt, Ogilvy Gets 
Approval to Confine 
Most Ads to 4 Cities 


New York—How the Board of 
Trade, a British government 
agency, came to adopt American 
advertising methods and to ap- 
propriate $100,000 to promote the 
British Industries Fair in the 
United States was explained to 
AA last week by David Ogilvy, 


SIMPSON-REILLY, LTD. 
Publishers Representatives 


LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER 
SEATTLE NEW WORLD LIFE BLDG. 


senior vice-president, and Murray 
Kirkwood, account executive, of 
Hewitt, Ogilvy, Benson & Mather, 
the agency handling the Ameri- 
can advertising for the BIF. 

The British Industries Fair, first 
held in 1914, will open this year 
simultaneously on May 8 at Lon- 
don and Birmingham, with 1,000,- 
000 square feet of exhibits dis- 
playing the products of 93 different 
industries and trades. It is the lar- 
gest national fair in the world, and 
will be the first comprehensive dis- 
play of British goods since the 
pound sterling was devalued to 
$2.80. 


s “Revolutionary new products, 
now on the secret list,” according 
to its sponsor, the British Board 
of Trade, “will be unveiled for the 
first time and show the world the 


amazing rebirth of British indus- 
try.” In addition, “everything from 
tea cups to turbines, from textiles 


‘|to tennis racquets, will be repre- 


sented.” 

To promote American interest in 
the fair, the Board of Trade last 
summer consulted Hewitt, Ogilvy, 
Benson & Mather. Until this year 
advertising funds had always been 
allocated to the British consulates 
in the major commercial cities in 
53 different countries. Last year 
the amount spent for advertising 
the fair in the United States was 
$65,000. 


s Hewitt, Ogilvy, Benson & Math- 
er made a number of radical pro- 
posals. These included a larger ad- 
vertising appropriation for the 
United States, concentration of ad- 
vertising in the key buying areas, 
limitation of media, the use of 
modern advertising techniques, and 
employment of a direct mail cam- 
paign as a followup. 

Neville Shepherd, publicity di- 
rector of the fair, and deputy in- 
formation officer of the Board of 


Trade, came to the United States 
last fall and, after a good deal of 
discussion and some misgivings, 
agreed to present the agency’s pro- 
posals to the Board of Trade. 

There the matter ran into dif- 
ficulties because it represented a 
revolutionary change in policy. So 
it had to receive Cabinet approval, 
which finally was obtained. 


a In substance, the advertising 
program is limited to New York, 
Detroit, Chicago and Los Angeles. 
British officials were aghast at this 
limitation. But the agency em- 
phasized that 64% of the buyers 
of British goods are in New York 
alone. 

Media selected include: News- 
papers in New York, the Times, 
Herald Tribune and Journal of 
Commerce; in Detroit, the Free 
Press; in Chicago, the Journal of 
Commerce and Tribune; in Los 
Angeles, the Times. General mag- 
azines were limited to Business 
Week, Modern Industry and Time. 
Business papers were limited to the 
Daily News Register, Retailing 
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Daily and Women’s Wear Daily. 

The initial ads, which- appeared 
the week of Feb. 5, were 1,000- 
lines b&w in the newspapers and 
full pages in the magazines. These 
ads announced the fair and gave 
particulars about it. A series of 40 
testimonial ads, one column by 80 
lines, are now appearing both in 
the newspapers and magazines, and 
will continue to do so until about 
the middle of April. These ads show 
a photo of a prominent American 
business executive who will attend 
the fair and present a quotation 
from him urging other American 
business men to do so. 


# In the first week of March, a 
full-page editorial type ad, using 
pictures of the King and Queen for 
the first time in an advertisement, 
will appear in all of the selected 
newspapers and magazines. At the 
conclusion of the testimonial ads, 
in April, a 1,000-line ad will run, 
giving a summation of all the es- 
sential points that have been pre- 
sented, including outstanding testi- 
monials. 

On Feb. 22, 10,500 Hoovenized 
letters signed in official red ink 
by the president of the Board of 
Trade (all official letters of a 
British cabinet member are signed 
in a special red ink) were mailed 
from London to the presidents of 
American companies, inviting 
them to attend the fair. In ad- 
dition, 20,000 non-personalized let- 
ters of invitation will be mailed 
to other companies in this country. 


= Two weeks later, a followup 
letter signed by the director of the 
fair, with an engraved invitation, 
will go to the list of 10,500 presi- 
dents and a different letter will 


‘| be mailed to the list of 20,000. A 


third letter will be mailed two 
weeks later to the same lists, after 
having been checked as to re- 
sponses received, if any. 

Copies of these letters will also 
be mailed to 4,500 merchandise 
managers. 

While the agency receives its 
regular agency fee for its services, 
it does not expect to make any pro- 
fit on what it is doing to promote 
the fair, Messrs. Ogilvy and Kirk- 
wood emphasized. The problem has 
been how to spend $100,000 most 
advantageously. Anything spent in 
excess of that amount the agency 
is obligated to pay. 

Commitments so far include 
$73,000 for space, $15,000 for direct 
mail, and $7,000 set up in a con- 
tingency fund, for a total of $95,- 


| 000. 


a All of the BIF ads that have 
been run in the local newspapers 
have been placed deliberately on 
the pages which list the arrival of 
buyers in the local market. 

Also all of the ads refer readers 
to the British consulate for details. 
The reason for this is that it is the 
only place people can get accurate 
information about transportation 
and hotel accommodations for vis- 
iting the fair. 

The most difficult thing that the 
agency had to contend with, Mr. 
Ogilvy said, was getting the Board 
of Trade to consent to discontinue 
the use of the old symbol of the 
fair, two meshed cog wheels, which 
had been used extensively in_all 
advertising in the past. Since the 
fair is industrial in part only, the 
cogs were misleading, the agency 
pointed out. 

Hewitt, Ogilvy, Benson & Mather 
is the only advertising agency 
handling promotion of the fair. In 
all other countries the British con- 
sulates are placing advertising as 
they have in the past. Last year, 
the total attendance at the London 
and Birmingham fairs was 304,- 
453, of which 17,061 were overseas 
buyers. It is anticipated that this 
number will be doubled in 1950. 


Becker Agency Moves Office 


Max W. Becker Advertising has 
moved its offices to larger quarters 
at 1047 Pine Ave., Long Beach 13. 
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Footnotes 


_— BY G. D. CRAIN JR. 


What will the long-term effects 
of continued labor difficulties in 
the coal field be? 

The inconvenience, financial loss 
and occasional outright suffering 
caused by lack of coal production 
are of course serious, but from a 
pusiness standpoint the permanent 
effects of strikes and work stop- 
) pages are causing even greater 
concern. 


s Here are a few straws in the 
wind: 

An executive of a leading coal 
mining company said recently that 
the current strike will cost the 
miners 100,000 jobs, by reducing 
the market for coal. 

The sales manager of a big coal 
wholesaler predicted that more 
coal dealers will add oil and other 
fuels to their lines, to assure cus- 
tomers of service during interrup- 
tions to coal supply. 

A well-known mining engineer 
says that the trend toward labor- 
saving machinery will be stepped 
up aggressively, to offset higher 
wage rates and thus give the oper- 
ators a fighting chance to sell their 
products. 

Even coal executives admit that 
they are switching to oil as a 
means of heating their homes and 
being sure of keeping their families 
warm. 


s Heating equipment dealers and 
distributors report almost no de- 
mand for coal-burning furnaces 
for home use. They say the cus- 
tomers want gas if available, oil 
otherwise. Nobody wants a coal 
burning heating plant. 

Manufacturers of stokers for 
domestic use are finding their 
market shrinking rapidly. Indus- 
trial plants, metropolitan news- 
papers report, are accelerating con- 
version to other fuels. 

Robert Vanderpoel, financial 
editor of the Chicago Herald- 
American, points out that in 1920 
coal provided approximately 70% 
of the energy used in the country’s 
industrial plants, but it is now 
down to 44%, and is still shrinking. 
Oil and gas have increased their 
share of this market from 18% to 
about 50%. ‘ 

The leaders of the mine workers’ 
union do not appear to believe that 
they are in partnership with the 
operators in the sale of their joint 
product. If they did, they would 
probably be less willing to destroy 
the markets which support em- 
ployment in the coal industry. 


Rapids-Standard Promotes 
Meconis and Rasmussen 


Claude V. Meconis has been pro- 
moted from assistant advertising 
Manager to advertising manager 
of Rapids-Standard Co., Grand 
Rapids, Mich., manufacturer of 
material handling equipment. He 
succeeds Crosby Kelly, who has 
become executive manager of the 
) Chicago Lake Front Fair. 

Harvey M. Rasmussen, central 
fegional manager, has been ap- 

inted assistant sales manager of 
Rapids-Standard. He originally 
joined the company in 1939 and 
left in 1944 to found the Rapids 
Handling Equipment Co., Grand 
Rapids, distributor of Rapistan 
material flow equipment. Mr. Ras- 
Mussen rejoined Rapids-Standard 
in 1948. He will continue as presi- 
dent of Rapids Handling Equip- 
ment Co. 


lackson to Kaufman-Straus 


P. Wayne Jackson, formerly 
treative director of the Fetter 
Printing Co., Louisville, has been 
Named director of publicity and 
advertising and sales promotion 
Manager of Kaufman-Straus Co., 

uisville department store. He 
Succeeds Robert G. Urch, who has 
joined Stewart’s Department Store, 


saltimore, as advertising and pub- 


Dillinger Joins Levy 

Helen Dillinger, formerly adver- 
tising manager of Kaufman’s De- 
partment Store in Colorado 
Springs, has joined Ted Levy Ad- 
vertising Agency, Denver, as radio 
copywriter. 


‘Memos for Men’ to Mayers 
Memos for Men Inc., Chicago, 
has named Warren Thompson 
Mayers Co.,,.New York, as eastern 
representative of “Memos for Men,” 
a new editorialized advertising 
page in Collier’s (AA, Dec. 12, ’49). 


Providence Papers Up Watkins 


John C. A. Watkins, assistant 
to the publisher, has been named 
assistant publisher of the Provi- 
dence Journal Co., Providence, R. 
I., publisher of the Providence 
Journal and Bulletin. 


Joins Meldrum & Fewsmith 


Howard Hayden, formerly di- 
rector of sales training and sales 
management of Commercial Con- 
trols Corp., has joined Meldrum 
& Fewsmith, Cleveland, as sales 
consultant. 


David Jetfords Joins JWT 


David Jeffords, who formerly 
taught advertising design at the 
Burnleigh School of Art & Design, 
Seattle, has been added to the pro- 
duction staff of J. Walter Thomp- 
son Co., Seattle. 


Jewel Sales Set Record 

Jewel Tea Co., Barrington, IIL, 
in 1949 had $168,787,620 in retail 
sales, up 10.3% over 1948, and its 
net earnings were $4,171,929. Both 
were records. Jewel operates 153 
grocery stores in the Chicago area. 
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Mitchell Joins L&M 

Wirt M. Mitchell, formerly with 
Compton Advertising, has joined 
Lennen & Mitchell, New York, as 
a copy supervisor. 


KLX 


COVERS OAKLAND, 
CALIFORNIA AT 
LOWEST COST 
PER 1,000 


Represented nation- 
ally by Burn-Smith 
€o., Inc. 


Only South Dakota Dailies Deliver the 


ALL BUYING IS 


In South Dakota the SOUTH DAKOTA 
DAILIES are a habit with the folks who are 
locally buying 80% more than the national 
average of such items as food, automobiles, 
beverages, drugs, appliances and clothing. 
You can reach 9 out of 10 of these respon- 
sive customers with the SOUTH DAKOTA 
DAILIES . . . both rural and urban! 


These powerful salesmen stand alone in a 
market which is not influenced by any out- 
of-state metropolitan daily. ONLY SOUTH 
DAKOTA DAILIES reach more than 90% 
of this rich, responsive market. ONLY 
SOUTH DAKOTA DAILIES coordinate 
your campaign through local tie-in pro- 
motions that follow through. ONLY SOUTH 
DAKOTA DAILIES have the established 
reader appeal and reader response to boost 


your brands to the top! 


Reach this vast market through /ocally man- 
aged, locally edited SOUTH 
DAKOTA DAILIES. . 
ONE media that will sell your 
product profitably in this re- 
sponsive market! 


S. D. 


OnLy THE LOCAL soutH DAKOTA 
DAILIES SELL LOCALLY! 


LOCAL!! 


. the 


DAILIES — 


BUYER’S GUIDE 
IN A BUYER’S 


BOX 1278 


AILIES Comprise Six Locally Man- 
aged and Locally Edited Newspapers Serving The Six 
Primary Markets of South Dakota...Rural and Urban. 
FOR COMPLETE, HELPFUL INFORMATION WRITE TODAY! 

SOUTH DAKOTA DAILIES 


alt 


HURON, SOUTH DAKOTA 
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question: Which magazine wins 


the greatest retail support for its advertisers? 


‘GOOD 
HOUSEKEEPING | 


cet, . 
+ 


answer. 


GOOD HOUSEKEEPING @ 
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Retail Newspaper Advertising—Total Linage for 1949 
in all daily and Sunday newspapers in the United States 


Magazine Referred to in Products Ads Total Lines of Advertising Mention 
GOOD HOUSEKEEPING 35,260,871 
LIFE 15,173,291 
LADIES’ HOME JOURNAL 978,890 
BETTER HOMES & GARDENS . 616,631 
McCALL’S 317,144 
WOMAN'S HOME COMPANION 249,974 


conclusion: 


When you advertise in GOOD HOUSEKEEPING, 


your product wins this extra retail support—this 


bonus newspaper promotion. 


GOOD HOUSEKEEPING 
eens sells 200s 


R 4 REFUND 
Ke * a> 
© Guaranteed by @ 


Women know \ Good Housekeeping 
i, we 
SOF AS apyenrisen THES 


we give this seal to no one... the product that has it, earns it. 


The Homemakers’ Bureau of Standards, 959 8th Avenue, New York 19, N. Y. 
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4” in 


“FOR HALF THE COST... 


This little story has to do with a classified advertiser 
who used the same copy in two advertising papers— 
ADVERTISING AGE, 5” in the other. Result: 
ADVERTISING AGE produced 32 sales against 18 
produced by the other paper. 

In recapitulation, the advertiser reported: “Thus, 
for about half the cost, ADVERTISING AGE pro- 
duced nearly twice the volume of business, and over 
three times the gross profit.” 

Yes, it does pay to use classified—if you use it in 
ADVERTISING AGE’s 
where the eager readers look for men and materials, 
ideas, services and equipment. 


the Profit!’ 


“Advertising Market Place” 


No. 3522. Foreign Language Radio 

In New York. 

In a “Foreign Language Radio 
Survey of New York City,” WWRL 
offers a study embracing 14 dif- 
‘erent languages and denoting pop- 
jlation of language groups, lan- 
guage newspapers and number of 
10urs devoted by each to the re- 
spective languages. Charts, infor- 
nation on merchandising assist- 
ince, etc., are included. 


No. 3529. Instruction Manual for 

House Organ Editors. 

“How to Prepare Your Small 
2ublications for Offset Printing” is 
t new working guide for editors 
ind production managers, offered 
yxy Rapid Copy Service, Chicago. 
from preliminary dummy to 
yrinted book, it gives details of 
itep-by-step procedure, contains 
nany practical working hints, and 
vill be of interest to old hands as 
vell as tyros. 


Yo. 3530. Aid for Production Man- 
agers. 

Electromatic Engraving Co., Chi- 
vago, offers a handy new “Tint 
yuide” for artists and production 
nanagers. It is a blotter-size card 
‘tarrying tone samples, with suit- 
ible perforations for checking tone 
ralues in layouts and art, permit- 
ing accurate ordering of tone per- 
tentages. A print dot and negative 
lot guide is also provided. 


Yo. 3537. The Six Fundamentals of 
Food Merchandising. 
Commenting that “you are either 
n stock, or out of luck” in today’s 
trocery stores, Arthur C. Nielsen 
ets forth the six best ways to get 
m the road-to profits in his new 


00k, “Food Store Marketing— 
950.” Filled with charts and 
traphs, the book analyzes food 


nerchandising from nearly every 
ingle—pricing, evaluation of dis- 
ribution, advertising, and much 
nore. 


Note: Inquiries for items listed above 


COUPON 


Readers Service Dept., ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Tl. 


Please send me the following (insert number of each item wanted) 


Information for Advertisers 


No, 3531. 


Getting Ads Read in 
Classrooms. 


Under the title of “Your Adver- 
tising Speaks Loudest in the Quiet 
of the Classroom,” Scholastic Mag- 
azines offer a booklet showing how 
their four publications are de- 
livered to student-subscribers in 
high school classrooms and there 
used for study and discussion be- 
fore being taken home for family 


reading. 


No. 3533. Useful Data for Port 

Huron, Mich. 

The Port Huron Times-Herald 
offers a new guide to its market, 
entitled “Port Huron, Michigan,” 
giving population figures, break- 
down of industries, detailed map 
of the trading area, route lists of 
drug stores, grocery stores, liquor 
stores and taverns, general statisti- 
cal information, and suggestions 
for test campaigns. 


No. 3535. Market Potential of Co- 
lumbia Basin. 


A folder, “New Horizons,” of- 
fered by the Spokane Spokesman- 
Review and Chronicle, provides a 
succinct study of the Columbia 
Basin Project’s present and prob- 
able future effect in that market- 
ing area. 


No. 3536. Comprehensive Plumb- 
ing, Heating, Air Conditioning 
Study. 


Domestic Engineering Co. offers 
a comprehensive new study of 
market data for the plumbing and 
heating, air conditioning, refriger- 
ation, kitchen, and laundry appli- 
ance industries. It is available pri- 
marily to manufacturers in these 
eategories and their agencies. A 
20-page book, it covers the rural 
market, the remodeling market, 
the industrial market, the new 
construction market, and market- 
ing possibilities by states—and 
provides both data and forms for 
setting up marketing quotas. 


will not be serviced beyond March 20. 


TO OBTAIN INFORMATION 


NAME a EMIE -Sinmisbebectoxeanngengisbosischeovaidadenctens 
COMPANY 

ADDRESS 

CITY & ZONE STATE 


HELP WANTED 


POSITIONS WANTED 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 

209 S. State St. Harrison 7-2063 63 Chicago 


TOP-NOTCH ADVERTISING SALESMAN 
WANTED for promotion and shopper sell- 
ing in Lubbock, Texas, HALL & CO., AD- 
VERTISING, 1007-A 13th Street, Lubbock, 
Texas. 


Dominant radio station in primary south- 
western market, with TV companion sta- 
tion, has opening for experienced, AAA-1 
salesman with proven results record. Op- 
portunity, salary and working conditions 
are inviting. 

Box 2965, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, mm. 


ARTISTS WANTED 

Are you good in design, lettering, crisp 
layouts? Would you like to live in Flori- 
da? Permanent position under ideal work- 
ing conditions. Give personal history, ex- 
perience and expected salary in first let- 
ter. Send samples. P. O. Box 2303, Jack- 
sonville, Florida. 


FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 
PERSONNEL 
All types of positions for men and women. 
185 N. Wabash Fr-2-0115 Chicago 


CATALOG OR YEAR BOOK man to pro- 
duce editorial, directory, and advertising 
for established manual. Write fully. Na- 
tional Provisioner, 407 S. Dearborn, Chicago 


OFFSET PRINTING SALESMAN 
If you are a go-getter who knows offset 
printing and production, here’s an excel- 
lent opportunity to earn five figures in 
a protected Chicago territory. Carefully 
qualified leads furnished. We're a pro- 
gressive, widely-known offset printing 
organization, ready to offer the man who 
qualifies a liberal drawing account and 
commission. Write fully. 

Box 2993, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
Layout man—Advertising and sales pro- 
motion agency. Experienced. Creative. 
National accounts. Salary open. State 
name and age. Reply 

Box 2996, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Tl. 
BE, B. MOB NCEE...00....0cs0rsesse000 PLACEMENTS 
Merchandising Exec., appliances 0,000 
Account Executive, agency 
Sales, — of Purch Displays 
Sales, Mgr., Food 8,000 
TOM MCCALL & ASSOCIATES 
8 S Dearborn St., Chicago 3, CE 6-6973 

MARKET RESEARCH 

Medium-sized, long established Chicago 
agency wants an~ appliance-experienced, 
young, research-trained man to head newly 
organized department. Good opportunity 
for some 100. Reps assistant now stymied. 


, ADVERT ISING AG 
100 E. Ohio St., Chicago 11, Ill. 


ASSISTANT ADVERTISING MANAGER 


CONFIDENTIAL 
Now in comfortable top level rut—direct- 
ing millions in national billing for me- 
dium agency. Want more action Ry key 
spot for top agency only. $35,000 to start. 
x 2947, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


COPY MAN, with mature experience in 
agency, catalog and editorial fields. Spe- 
cial knowledge of farm, industrial, me- 
chanical and technical lines. Located in 
Chicago. 
Box 2974, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
PUBLISHERS: A hard-hitting assistant to 
a top-notch mag-section, newspaper, book 
or mag. publisher. Experienced in mana- 
gerial controls, bus. admin., office mng- 
ment, printing production, advertising and 
circulation. Was Production Mgr. and 
Asst. to Pres.-Publisher of Nowadays 
Magazine-Section until firm closed. Age 
26. Married, Attended Bryant & Stratton 
and Northwestern. 
Box 2995, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES WANTED 


WANTED 

Live-wire publisher's representative. 
Man who has record for producing results 
is needed by established southern pub- 
lishing organization to produce orders 
from the New England states, New York 
and Pennsylvania. Must represent two 
publications. 25% commission on one 
which has been in the field 22 years. 
20% commission on new paper which has 
higher rates. 


No commission will be allowed on bus- 
iness carried in that territory already. 


Forward photograph, references, resume 
of experiences, etc, If you cannot sell 
space, do not write. 

Box 2997, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


WANTED 
Established Agencies in Key Cities 

We are a West Coast corporation produc- 
ing a commodity in an established billion 
dollar industry. Our secret techniques and 
processes enable us to place our products 
on the market at about 50% below com- 
petitive prices, 


This type merchandise is in constant de- 
mand by large corporations, manufactur- 
ers, display and sales promotional organi- 
zations, lithographers and photo engrav- 
ers. In fact, every class and type of in- 
dustry can use our products. 


Exclusive territories will be granted qual- 
ified Sales representatives. Liberal com- 
missi No fr hise fees or other in- 
tangible costs. Write, stating line car- 
ried, territory covered, number sales- 


men, etc. 
Box 3004, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


wanted by expanding organization 1 
in Ohio—man must be experienced in 
sales promotion and advertising; ability 
to handle preparation of sales bulletins— 
direct mail advertising and dealer helps 
—salary—in reply give complete personal 
and work histories. 

Box 2999, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES AVAILABLE 
Experienced Space Rep. available to reli- 
able publications. Now covering profit- 
able Pittsburgh, Cleveland; Columbus in- 
dustrial areas; can add 1 or 2 good trade 
papers. Let’s exchange information. John 
bg — 303 Magee Bldg., Pittsburgh 

, Pa. 


=== 


Layout artist—Thoroughly experienced in 
national consumer advertising. Prefer 
man with agency or studio background. 
Opportunity to head art department in 
progressive Chicago agency. Just list ex- 
perience. 

Box 2998, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


Opportunity in small, 15-year-old New 
York Industrial Advertising Agency with 
good reputation for young man 25-30 
years old. Engineering degree preferred, 
must demonstrate writing ability, some- 
thing of flair for advertising. Any engi- 
neering experience a distinct aid. Must 
have personality, ability to grow in job. 

Box 3000, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 


ADV. EXEC. Bidg. construc. exp. ..$7000 
Advancement. Nationally known corp. 
ADV. MGR. Successful tr. ppr exp. ..OPEN 
ART DIR-LAYOUT Run studio 
AGCY PRODUCTION MGR. Young ..$4200 
Ask for ELINOR KENT 
TRIANGLE EMPLOYMENT AGENCY 
202 S. State St. Har. 7-6520 


POSITIONS WANTED 


Adv. artist; thoroly experienced col. sket- 
ches, lettering. BlL&Wh., (mechanical). 
Keen knowledge Bus. & Sales complexities. 
Box 2991, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


AVAILABLE MARCH 13 - Energetic young 
man has background with National Trade 
Association. Experienced in product pro- 
motion, sales, agency contact, conventions, 
direct mail, and publicity. Desire connec- 
tion with expanding organization. Age 29. 
All replies acknowledged. 

Box 2994, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


MISCELLANEOUS 
FINE AGRICULTURAL ART 


Write for Folder of Stock Illustrations 
John Andrews 1504 Dodge, Omaha, Nebr. 


HUMOR IN CLAY 
Sculptored cartooned figures, trade 
marks, catalog, magazine covers, photos 
furnished. 

Clay Arts, Box 954, Indianapolis 


IF YOU HAVE OVERFLOW 
COPY AND/OR LAYOUT 
—yet not enough to hire another man full 
time, I'll do it free-lance or part-time. 
All media: direct mail, dealer helps, pe- 
riodical, spot radio—or what-have-you. 
x 3003, ADVERTISING AGE 
100. E. Ohio St., Chicago 11, Il. 


LARGE FOOD CONCERN 
WANTS CREATIVE DESIGNER 
Opportunity for versatile man to 
grow with outstanding manufacturer 
with headquarters in midwest city 
of 100,000. Man wanted has latent 
art director and managerial ability 
with experience in creative package 
design. Should have wide acquaint- 
ance graphic arts field. Write full 
details background, salary required 
a 

Box 7549, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


MARKET RESEARCH DIRECTOR 
Desires job with manufacturer or adver- 
tising agency as Research Director, or as- 
sistant to Director. Background includes 
experience with leading research agen- 
cy; now employed in research capacity 
by large manufacturer of consumer and 
industrial products. Familiar with all 
phases of consumer attitude studies, me- 
dia evaluation, copy-testing, panel oper 
ations, sales analysis. $10 *000-$12,000 
range. 
Box 2992, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ml. 

YOUNG MAN WITH 3 HEADS— 
One for copy, one for layout, one full 
of selling ideas—wants to work for manu- 
facturer or small-to-medium agency. 2 
years’ experience includes both agency 
and mail order, industrial machinery and 
all types of general merchandise 

Box 3002, AD RTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


PRODUCER — DIRECTOR 
COMMERCIAL STAGE 


Also Approved Military Training Films 
Desires affiliation agency servicing 
potential or active felevision accounts, 
and interested in building staff for top 
commercial production. Now with one 
of nation’s leading manufacturers as 
producer, stage manager for dealer- 
distributor shows. Age 37. Available 
New York appointments. 
Box 7551, ADVERTISING AGE 


11 E. 47th St., New York 17, N. Y. 
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Creative Planner 
and Writer 


Leading national manufacturer 
in the household appliance and 
commercial refrigeration field, 
located in the midwest, is look- 
ing for an experienced sales 
promotion writer and planner. 
Must be able to create, organ- 
ize and write sound, practical, 
stimulative plans and mate- 
rials directed to retail dealers 
and salesmen. 

If you are interested in joining 
an organization where real op- 
portunity exists for good men, 
please provide complete per- 
sonal and business informa- 
tion. 


Address: Box 7550, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Illinois 


CALIFORNIA HERE | COME! 


Manager Midwest JWT office 
resigning, moving home, family 
and 14 years successful experi- 
ence in sales and advertising to 
California. 

Plan home purchase and per- 
manent residence. 

Last 314 years JWT associa- 
tion handling contact, sale, serv- 
ice, media purchases and some 
creative work on Ford factory and 
Ford dealer advertising accounts 
for 10-state SW region. 


Proven prior record and ex- 
perience in national and display 
departments newspapers, own 
and regional agency. 

Native Texan, 35 years old, 
married, two daughters, college, 
financially sound. 


Would like to discuss associa- 
tion in California with agency, 
advertising or sales promotion 
departments manufacturer hav- 
ing dealer organization after 
April 1 

No extensive or out-state trav- 
eling. Earned top bracket salary 
but now desire livable income 
with let-live job requirements 
including time to know a family 
—enjoy a future. 

Contact Box 304-K, Route 2, 
Mountain View, California. 


TRADE PAPER EDITOR 
AVAILABLE 


With imagination, an understanding of 

ple, and a vigorous editorial policy, he 
-~ increased reader interest and raised 
the pulling power of his publication. Sur- 
veys by com tors and advertisers rate 
his publication near the top. New depart- 
ments have resulted in the sale of addi- 
tional advertising space. 
down-to-earth manager, he appreci- 
ates the relation between advertising and 
editorial through many A ef experience 
in advertising. Some of his direct mail 
campaigns have pulled 8% returns. This 
ability to appeal 3. —~ ee) ~ Li we 
—— applied to ig, 
nsible for the ie his book occupies 
iy ts industry. 
At present editor of several nationally 
known trade publications. Anxious to 
make a change for personal reasons. 
He can stimulate your editorial presen- 
tation, organize or manage a de oaent. 
or carry on an establish 
Thorou backgro 
eral industry, business, or food mer 
dising. 
Family man. Middle thirties. 

Box _ 7552, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


YOUR CLASSIFIED 
ADVERTISEMENT HERE 
WILL GET RESULTS 


Si De ee oe ea a le aa eect 7 q ae ee > ae et EE ia tea pia A 95 ye a : Ver oe pA Me 4 A i * ho ele. oe Ree fae ae ok ie 
xB ee Adv 
‘ F / U 
i THE ADVERTISING MARKET PLAC Tre 
Lap cee TR Oe ee ee ee 1s, ee ee ee ee ee La 
e ‘ vie sere 7 nies : sh mage 1 penta aie oA chi oats ie is oe pw! i x 
ie Te ro a ae a ee wee tin: pea rea is setae ey at oe i ptatiedia rs eee N 
as card discounts 6n- muliple “sertions ond spoce aver $ inches apply on display eran 
re Got! 
poe ee 
ee eae ne Shaws ei 46th 
nn wor! 
aaa tion 
; A: 
new 
: mer, 
i ABC 
of @! 
3 form 
‘ man 
ee sale: 
Tay ‘ duce 
ee: “Hil 
oe = and 
. to e 
- caus 
oe time 
os their 
ci selv¢ 
a : Tc 
oe pres: 
ae Goth 
——£@ —@ i —@ —— A equi 
oie to ec 
. LOS ae ee Re, fices 
; r, ie be u: 
SS ae LS ey A LS Ee a a aT EY TF ; q | Th 
speci 
ais edite 
j aS trict 
aeity for v 
le De b-| o.. 
Tige 
Gc 
signe 
broa 
ae troit 
sacl ried 
i. telec 
Pee Heil 
Bei star, 
Hess mult 
an rick. 
ae 
Ses La 
ie Le of th 
cual | has | 
— = Guer 
P — rane 
a ules 
| ee Sore 
=" ie 
Pe n 
> ee 
ae recto 
Corp 
ee : Tho 
Saas ence 
ie adv 
oe mov 
ne EE LIS EES TE EE hou: 
pore ager 
vibe [SiS Pp tive 
ented | ve 
aE: = | adv 
é . rent 
: com 
dep: 
: cerr 
fron 
Seg adve 
eee e adve 
. | | ae 2 
5 spor 
(sae sell 
able 
, ance 
; | toes 
now 
eee icocieerhietenenennenenennentineaenmnemmteanmmasiememeineneememmenmemneenmel r 
Nags ————_—___======&[—S=_>E_=E=E=—_==__ Will 
ia cl | 15 t 
i | Puk 
ET: ACR LEE. FIORE SALTER TS Oh 
eS | Posi: 
ee TTTTTIIIIIITTITITIL LLL Tr | 4 man 
otis inclu 
’ . dust 
. field 
ae I Subn 
ers 1 biog: 
me | eS st 
an | | rt ae 
Sh =e ee ee ee ee ee ee ee ee ee ee ee ee ee a ee ee ee we ee oe — — ———_—____—_————— ————$——— ae —_—_—_———SS-=—N"s«sFe__ SS 


1950 


| 


Advertising Age, February 27, 1950 


Transcription Firm | 
Launched by Moss 


New YorkK—Herbert Moss, vet- 
eran radio producer, has set up 
Gotham Recording Co. at 2 W. 
46th St., to service agencies, net- 
works and stations with transcrip- 
tion facilities. 

Associated with Mr. Moss in the 
new company are Stephen Tem- 
mer, former tape supervisor at 
ABC, as vice-president in charge 
of engineering, and Harry Landon, 
formerly recording sales service 
manager of@ABC, who will direct 
sales and service. 

Mr. Moss, who at one time pro- 
duced “Truth or Consequences,” 
“Hildegarde Show,” “Vox Pop” 
and “Mother Knows Best,” decided 
to enter the recording field be- 
cause, he says, more and more big- 
time artists will soon transcribe 
their radio shows to free them- 
selves for television commitments. 

To simplify matters for hard- 
pressed agency radio executives, 
Gotham will furnish lines and 
equipment, which will permit them 
to edit the shows in their own of- 
fices. A tape recording system will 
be used. 

The company also will make a 


special bid for the business of in-| 


dustrial concerns. Records of sales 
conventions will be taped, then 
edited and put on discs which dis- 
trict representatives can take back 
for use in their home territory. 


Goebel Signs for Detroit 
Tigers over AM, TV 


Goebel Brewing Co., Detroit, has 
signed to sponsor both the radio 
broadcasts and telecasts of De- 
troit Tigers baseball games in 
1950. The broadcasts will be car- 
ried over Station WXYZ and the 
telecasts over WWJ-TV. Harry 
Heilmann, former major league 
star, will handle both programs si- 
ey. assisted by Van Pat- 

ck. 

The contract calls for broadcast- 
ing all games and telecasting 35 
games. No holiday or night games 
will be telecast. Goebel paid $100,- 
000 for the sponsorship rights. 


Laird Picks O’Brien Agency 


Laird & Co., New York, member 
of the New York Stock Exchange, 
has switched from Albert Frank- 
Guenther Law to O’Brien & Dor- 
rance, New York. No media sched- 
ules have been set. : 


Soreng Names Korrell V. P. 


P. H. Korrell, sales manager, has 
been named vice-president and di- 
rector of sales of Soreng Mfg. 
Corp., Chicago, air conditioner. 


DIRECTOR OF ADVERTISING, 
MERCHANDISING AND SALES 
PROMOTION AVAILABLE APRIL FIRST 
Thoroughly trained all-around adver- 
tising man, 39, with 14 years’ experi- 
ence all phases of consumer and trade 
advertising, copy writing, editing, 
movies, exhibits, radio, direct mail, 
house organs, export, market research, 
agency relations, publicity, legal as- 
pects, selling experience, administra- 
tive responsibility, wide knowledge of 
advertising men, best suppliers. Cur- 
rently completing two year job of 
completely reorganizing advertising 
department of 50 million dollar con- 
cern. Previously 12 years’ experience 
from trainee to assistant to director of 
advertising of one of nation’s largest 
advertisers with 15 million dollar 
budget. Believes advertising’s first re- 
sponsibility must be to help salesmen 
sell goods. College graduate, veteran, 
able-bodied six-footer, good appear- 
ance, meets people well. No preference 
location. Resumé available. Ready 
now for permanent ition as direc- 
tor of advertising of stable concern. 
Will consider right spot with agency 
or publisher. inimum salary range 

15 to 18 thousand. 
Box 7553, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Publicity Writer Wanted 


Ohio manufacturer has permanent 
position for experienced publicity 
man familiar with all types of writing 
including business, finance, and in- 
dustry. Experience in automotive 
field desirable but not necessary. 
Submit samples of work, photo and 
biographical data. 

Box 7554, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Detroit Realtor Uses TV 
to Sell Clients’ Homes 


C. Bruton Realty Co., Detroit, 
which sponsors a weekly 15- 
minute video program to advertise 
houses its clients have placed on 
sale, reports that “the response has 
proved astounding.” 

The show features George Scotti, 
pantomimist and pianist, and is 
telecast over WWJ-TV on Thurs- 
days from 7:30-7:45 p.m. Com- 
mercials are live, and flip cards 
are used to show the exteriors and 
interiors of the homes advertised. 
Rex Advertising Co. is the. agency. 


Schedules PR Course 


Cleveland Advertising Club will 
sponsor a 12-week course in “Fun- 
damentals of Public Relations,” 
featuring discussions and talks by 
experts in the public relations 
field. The course starts March 7. 


¢ can’? TOUCH I 


REPLY-O LETTERS 
will do your selling job 


noon oa the Reply te if 
In the LETTER 


THE REPLY-O PRODUCTS CO. + 150 W. 22nd ST. « NEW YORK 11, N.Y. 


craty Astbah dts" 


NATIONAL ADVERTISERS SAY: 


“On porailel test - ‘Results of Reply-O Letter 
Reply-O vs. reguler Direct Mail to business and 
letter — Reply-O Let- prefessiona! men — 96, 
ter gave us 26% more Reply-O Letters; 25,700 re- 
on ao $3.50 offer." plies; $17,843,000 volume 
of new business."’ 
President The National George Kelley, Director of 
Research Bureau Soles Publications New York 
life Insurance Compony 
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Reminder, for a 


“es | , 
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American farmers reap a harvest of more 
than 30 billion dollars a year. And smart adver- 
tisers get their share of those billions by using 


makes rural sales 


| grow and GROW and GROW! 
ASK 


Spot Radio to sell feeds and seeds, tractors and 


trucks, layers and sprayers! 


With flexible Spot Radio, farm adver- 
tisers pick stations that give them tailor-made 


coverage, whether regional or national. They 
pick the right season for the product. They 


pick the right programs for the audience: 
home shows and barn dances . . . news-casts 
and farm reports for areas missed by daily 


papers. As a result, they get a concentra- 
tion of prospects ... sold with radio’s 


tremendous impact! 


If you sell farm supplies, your 
John Blair man has a plan designed 


specifically for you. He is also ready to 
help you put Spot Radio to work sell- 


ing any other product. Ask him! 


MAN! 


DALLAS ¢ SAN FRANCISCO 


YOUR 
JOHN — 
BLAIR 


REPRESENTING LEADING RADIO STATIONS 
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Names MacDonald-Cook 


MacDonald-Cook Co., South 
Bend and Chicago, has been named 
by Solar Air-Flo Inc., Elkhart, 
Ind., to direct the advertising of 
its all-weather windows. 


Gets Insurance Account 

Knollin Advertising Agency, San 
Francisco, has been retained to 
handle the advertising of Para- 
mount Fire Insurance Co., San 
Francisco. 


Redecorate With 
Texfloor, Sloane 
Spring Ads Urge 


New YorkK—Sloane-Blabon Corp. 
will open a spring campaign for 
Texfloor, color-coordinated lino- 
leum, with a full-color spread in 
the March issue of Ladies’ Home 
Journal, 

The campaign will push wider 
use of smooth surface floor cov- 
erings in all rooms of the home, 
with specific ads giving inexpen- 
sive redecorating ideas that include 
linoleum. 

The company will make avail- 
able to dealers extensive point of 
sale material for the campaign. 
Among the aids are: A nine-unit 
parade theme display for windows 
or store interiors; ‘“Design-A- 
Floor” kits for planning individual 
floors; life-size floor displays in- 
corporating a “decorator wheel” 
for color combination selections; a 
tile display for walls; direct mail 
folders, newspaper mats, and radio 


announcements. 

One page, four-color insertions 
will run through June in Ameri- 
can Home Magazine, Better Homes 
& Gardens, Capper’s Farmer, Coun- 
try Gentleman and Progressive 
Farmer. 

Geyer, Newell & Ganger han- 
dles the account. 


‘Star’ Changes Rates 


The Daily Star, Sudbury, Ont., 
is adopting a flat rate of 8¢ per 
line, instead of the former sliding 
scale. The new rate card becomes 
effective April 1 and provides for 
the discontinuance of the previous 
1¢ per line charge for composition. 


Godshall Opens Own Office 


Clarence C. Godshall has opened 
his own office, C. C. Godshall Co., 
counselor of merchandising and 
business, at 415 Taylor Bldg., 
Rochester, N. Y. 


McGregor Joins MacLaren 


W. W. McGregor, formerly with 
Ronalds Advertising Agency, To- 
ronto, has joined MacLaren Ad- 
vertising Co., Toronto. 


Zp. 


formation 
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For complete in- 
about 
Home Owners’ Cata- 
logs see the Con- 
sumer Magazine 
Section of Standard 
Rate & Data Service 


“Mighty Zeno of Citium!! 


Our home gets built as we order it!” 


Enough of Stoicism — listen to this Starch-ism: Home- 


planners have the last word in the selection of 


building materials, equipment, 


appliances and 


furnishings for homes built to be “owner-occu- 
pied.” And they make these selections from the 
descriptive, illustrated, detailed sales literature 
that profit-minded manufacturers insert in Home 


Owners’ Catalogs. 


Proof? Latest survey of the rich owner-occupy 
new-home market conducted by Daniel Starch 
and Staff discloses: (1) For certain products, 
as high as 91% to 97% of the cases studied 
showed husband-or-wife buying control. (2) Of 
the families interviewed, 97% kept their Home 
Owners’ Catalogs at their fingertips during plan- 
ning and building stages—and long after. 

Find out how you can make use of Dr. Starch’s 
findings to boost your sales in one of today’s 
most profitable marketS. Write to Dept. “Q.” 


Home Canes 


CATALOGS 


«LW. Dodge » Corporation's 


umer Catalog Distribution Service 


FTC, with 2 New Members, 
Becomes Much Less Legalistic 


WASHINGTON—Don’t discount 
those reports about Federal Trade 
Commission mending its ways. 
With the arrival of two new mem- 
bers, FTC is more businesslike, 
and there is reason to hope that it 
will soon prove a lot less suscep- 
tible to pedantic legalisms which 
dominated many of its past deci- 
sions. 

For one thing, the commissioners 
are making their own decisions. 
The “planning council”—made up 
of top staff personnel—has been 
stripped of the policy-making 
function it exercised in the not- 
too-distant past. The law clerks 
have been taken off the rostrum, 
and relegated to researching. 

But the new look is most ap- 
parent during oral argument. By 
experience, Commissioners Jim 
Mead and John Carson are adept 
interrogators, Mead being an alum- 
nus of the Senate, Carson a prod- 
uct of the Washington press corps. 

Deadpan silence which once 
shrouded legal argument has been 
pierced with penetrating, often ex- 
citing, discussion. Significantly, the 
most barbed questions are some- 
times aimed at FTC counsel, and 
the questions are probing beyond 
law into an area which FTC has 
insisted on ignoring. 

Time and again the commission- 
ers are asking, “If we issue this 
order, what will it mean to the 


economy?” 
Here’s another clew to the 
“trend” at FTC: In the White 


House calling list for last Tuesday, 
a notation that the President re- 
ceived Commissioners Mead and 
Lowell Mason, accompanied by 
Victor Nyborg, president of the 
Association of Better Business 
Bureaus. Their mission: To “sign” 
the President as a speaker at the 
Better Business Bureau convention 
here in June. This is evidence that 
at least two FTC members are ser- 
ious when they say they prefer 
“voluntary” methods of settling 
“bad business practices” whenever 
possible. 
ee e« @ 

Commerce Department’s adver- 
tising advisory committee spent a 
full day last week chewing over 
organizing details. From the at- 
tendance—only four members were 
absent—it was apparent that com- 
mittee members intend to take full 
advantage of their opportunity to 
secure representation at a top level 
in the government. In informal re- 
ports, members indicated enthusi- 
astic response from advertisers, 
agency and media executives who 
have been invited to serve on sub- 
committees. 

ee e@ 

It is hard to believe that broad- 
casters can get anything good out 
of the House interstate commerce 
committee radio hearing, to begin, 
under a revised schedule, March 13. 
Subcommittee Chairman George 
Sadowski (D., Mich.) is sponsor 
ing a bill which increases the ar- 
senal of punitive powers at the dis- 
posal of FCC. There is also a bill 
by Rep. Harry Sheppard (D., Cal.) 
to prevent manufacturers from 
owning stations, and a new Shep- 
pard bill (HR. 7310), introduced 
a few days ago, which would place 
networks under the FCC’s licensing 
power. 

As if the interstate commerce 
committee were not problem 
enough, broadcasters will have to 
keep an eye on the Senate expend- 
itures committee, which is em- 
barking on a study which can cost 
the industry a considerable amount 


of money. Expenditures Com- 


By STANLEY E. COHEN, Washington Editor 
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mittee Chairman John McClellan 
(D., Ark.) is impressed with a 
suggestion by John A. Kennedy, 
publisher of the San Diego Jour- 
nal, that the government gives 
away too many valuable fran. 
chises. Mr. Kennedy, says things 
like radio licenses and. export per- 
mits should be “sold” for a fee, 
And there has been some sug- 
gestion that the fee be enough to 
cover the administrative cost of 
issuing them—which, in the case 
of a broadcast license, could be 
as much as $1,000. 
ee e @ 

Ask any member of the House 
ways and means committee to 
identify the most overworked word 
in the English language, and 
chances are he’ll say “discrimi- 
nate.” Committee members have 
been putting in an eight-hour day, 
absorbing the wails of a seemingly 
endless list of business men here to 
explain the evils of wartime excise 
taxes. The congressmen are 100% 
“with” them—but a bit weary of 
the almost inevitable complaint 
that the tax “discriminates” against 
this particular product or that. For 
example: The tax on trailers is a 
“discrimination” because other 
types of housing are untaxed. The 
tax on electric refrigerators is 
“discriminatory” because ice boxes 
are untaxed. Ad infinitum. Never- 
theless, above and beyond the 
President’s program, the case for 
repeal becomes more. difficult to 
resist. Some industries present im- 
pressive hardship cases. For exam- 
ple: National Association of Photo- 
graphic Manufacturers, which re- 
ports sales off 40% in 1949, em- 
ployment down 24% since Octo- 
ber, 1947. 


MacKinnon Paints & Pneubin 
Appoint S. A. Levyne Agency 


MacKinnon Paint & Chemicals, 
St. Thomas, Ont., Can., has named 
S. A. Levyne Co., Baltimore, to 
handle advertising of Gleem Triple 
Action paints in Canada. News- 
papers, business publications, and 
direct mail will be used. 

The agency has also been picked 
by the Pneubin Co., Baltimore, to 
handle advertising and promotion 
in a papers and by direct 
mail. 


Promotes Manterfield 


Erskine W. Manterfield has been 
named director of public relations 
and advertising of American Lo- 
comotive Co., Schenectady. He suc- 
ceeds Holmes Brown, who has re- 
signed to join Colonial Williams- 
burg Inc. Mr. Manterfield has been 
in charge of the company’s public 
relations activities of Alco products 
and railway steel spring divisions 
and of Alco’s Canadian affiliate, 
Montreal Locomotive Works Ltd. 


Appoints Beatty & Oliver 


Joseph Dixon Crucible Co., Jer- 
sey City, has appointed Beatty & 
Oliver, New York, to handle the 
advertising of its paint division. 
The paint division has not had an 
agency for a decade. The appoint- 
ment will not affect its lubricant 
and graphite division, which is 
handled by Richard & Co. 


Dichter Moves 


Dr. Ernest Dichter, psychological 
advertising research consultant, has 
moved to 34 E. 51st St., New York. 
The new office will include a spe- 
cial audience interview room and 
a recording room for mass and in- 
dividual interview sessions. 


Appoints Tettelbach 

Richard R. Tettelbach, formerly 
with Hill & Knowlton, public re- 
lations, has been named assistant 
advertising manager of Cleveland 
Chain & Mfg. Co., handling dealer 


promotion activities. 


Adve 


items 
tities. 


s On 
ings 

conta 
frequ 


men’s 
Dre 
Tie 
Dre 
Un 


= > Pe aed mee, ee ae e) Pen  a  ca eene  Merecan” \t a ae: ba Nese er hele ae 4 Sees 
ee el » all oo © een - Aains aial ei a ks ee ee ee, 1 Se See ee ui Nich BOS ean : bestia a. : ; : : ; ‘ 
fn —C“Ciéi‘ SC 
| = ee 
elo s = ote ies : Sere PERCE eg ts i pe Pion _ ——J 
yee nai ahaa ae taba ie eg ; :: po ae pm a> Ht i tia ae ~ 
re , % ea Vagal Y MG ie AO see eer Me eee 
G3 os <7 [ae pe ey Ly yy int = Ha 
5 = + / a in fy % lf Se he y A e y A Ly ‘ 6 J é ; é a — 
co | 
me CH 
a | men’s 
: itless 
! Pilat, 
—— | Allen 
| worl? bs Fide, Spe 
. ~ meeti 
| a ae % tion | 
—Cay- =—C( «CY Ss nishe 
a —) ~ Pp asser’ 
a ae x 5 depat 
< : - = Allen 
7) : searc! 
% 2 
4 ENGRAVERS The 
*. : _ infor 
= “ty ee _ 
— on 
ae CSCC | a Mr 
oe on a mt a ee Na ie IR. «NMI 6. a remain me eee memes even 
an a —~— was 
a : S SR Im ni 
is f 
Ee wa 
5 2 ar 
. ny = ong 
— Data Z& ( ») 51% 
ss | ay) | TR ee aR: hirt 
- Tack ALB Hed k ory 
; Ss; Sy WA) 4\s Pes é 
ae ~ aN “Mo 
3 aa : V4, SS actio1 
; SD) not a 
' ' age e 
OO r 
| (Z, the p 
ee ; © 7? action 
. oe i \ on qt 
ya t —— < 
ie — = © 
— \ i i 
an * ee 
oh) a. a ; 
_ | Spx 
' Sy | Tie 
: Th 
. f" VA frequ 
; : a ~ shirt 
e ff ig LT V KW “72 ly to 
a an y, SY Se we ing te 
a : Le don’t 
in i | —- Piciciony An 
Lay 
st ae are o 
ao, store: 
i an small 
i prese 
ee In 
ce ee an 
ox a ings 
oe tentic 
me a the 
oa ee shirt 
ete shirt 
; © shirt 
ee FE Start 
roe ! y. Cer 
ae Sterl: 
poe motir 
crear 
‘oe Argo. 
Satu 
ee Sund 
was PE copy 
eee a mone 
ee face 
ee & Ru 
mt cy. 
inc pee 
rye Cri 
se a trodu 
or 7 callec 
renee ee ee! prod 
oa _ ee ee ere ee ee RY; ; like 
ee Con es | per t! 
oe OPS Ce Er FEE EO eH, See me Menara =) 
~ — aise, : hee : ee Caan ae rete th aii ay prea: ee ae ay > ag ee =) Behe s ge peiz! pais eZ i ee 5 a e 5 ee : at 


ere to 
excise 
100% 
ury of 
yplaint 
gainst 
it. For 
‘s isa 
other 
1. The 
rs is 
boxes 
V ever- 
d the 
se for 
ult to 
nt im- 
exam- 
>hoto- 
th re- 
), em- 
Octo- 


bin 
2ncy 
nicals, 
1amed 
re, to 
Triple 
News- 
$s, and 


»icked 
yre, to 
notion 
direct 


merly 
ic re- 
istant 
eland 
lealer 


Advertising Age, February 27, 1950 


No Profit in 
Half of Men's 
Wear: Pilat 


Cuicaco—“More than half of all 
men’s furnishings transactions in 
men’s stores are theoretically prof- 
itless,’ according to William J. 
Pilat, president of the Russell W. 
Allen Co. 

Speaking before the annual 
meeting of the National Associa- 
tion of Retail Clothiers and Fur- 
nishers last week, he based his 
assertion on the results of studies 
of more than 70 men’s wear and 
department stores, made by the 
Allen company’s men’s wear re- 
search division last year. 

The data was combined with 
information secured by Cluett, 
Peabody & Co. and John B. Stet- 
son Co. in the course of continuing 
special research, 


a Mr. Pilat said that the break- 
even sale in 1949 for men’s stores 
was $4.40, adding that the ma- 
jority of transactions do not reach 
this figure. 

Main cause, he continued, is the 
large number of single item sales. 
For example, 81% of sport shirts, 
51% of white shirts, 62% of fancy 
shirts, and 85% of accessories are 
sold as one-unit transactions. 

Moreover, 90% of tie transac- 
tions, 62% of underwear trans- 
actions and 87% of hosiery sales do 
not amount to enough to pay aver- 
age expenses. 

He said that stores can reduce 
the proportion of profitless trans- 
actions by putting proper emphasis 
on quality and better price mer- 
chandise, by selling more related 
items and larger average quan- 
tities. 


s Only 27% of all men’s furnish- 
ings transactions, said Mr. Pilat, 
contain two or more items. Most 
frequently sold combinations in 


men’s stores were: 


Dress shirts with ties. 

Ties with hosiery. 

Dress shirts with hosiery. 

Underwear with hosiery. 

Dress shirts with underwear. 

Sport shirts with hosiery. 

Ties with handkerchiefs. 

The principal reason why stores 
frequently sell hosiery to dress 
shirt customers and less frequent- 
ly to sport shirt buyers, accord- 
ing to Mr. Pilat, is that they simply 
don’t try for related sales. 

And although department stores 
are only half as efficient as men’s 
stores in selling related items, “it is 
small consolation, considering the 
present low level of efficiency.” 

In a discussion of the relative 
Sales of 12 basic men’s furnish- 
ings classifications, he called at- 
tention to the continued growth of 
the sport shirt business. Sport 
shirt sales in 1941 were 18% of all 
Shirt sales, but in 1949 sport shirts 
accounted for almost 50% of all 
Shirt sales. 


Starts New Molle Campaign 


Centaur-Caldwell division of 
Sterling Drug, New York, is pro- 
moting its Molle brushless shaving 
cream in American Magazine, 
Argosy, Collier’s, Life, Look, The 
Saturday Evening Post, True and 
Sunday supplements with new 
copy which offers a “double your 
money back” guarantee if “user’s 
face isn’t: more ‘kissable.’ ” Young 
& Rubicam, New York, is the agen- 
cy. 

\ 
Introduces Photostamps 


Croyden Co., New York, has in- 
troduced a new promotional item 
called Photostamps. They are re- 
Produced from any photograph to 
postage stamp size, 100 on a sheet, 
With gummed back and perforated 
like a sheet of postage stamps. 
Photostamps are available at $7.50 
per thousand or $2 a hundred. 


Names Robert E. Cassatt 

Fedders-Quigan Corp., Buffalo, 
has appointed Robert E. Cassatt, 
formerly assistant advertising and 
sales promotion manager of Gen- 
eral Electric’s receiver division, as 
advertising manager for its line of 
air conditioning, heating and re- 
frigeration equipment. 


Schenley Names Brayley 

William G. Brayley, formerly 
advertising manager of the Green 
Cross insecticides division of Sher- 
win-Williams Co. of Canada, Mon- 
treal, has been appointed adver- 
tising manager of Canadian Schen- 
ley Ltd., with headquarters in 
Montreal. 


Joins Michener & O'Connor 


Herbert H. Davidson, formerly 
advertising and sales promotion 
manager of Reading Clothing Re- 
tail Stores, has been named copy 
director of Michener & O’Connor 
Advertising Agency, Harrisburg, 
Pa. 


v 


Globe-Union Names Mueller 


Robert A. Mueller has been ap- 
pointed assistant sales manager of 
the distributor division of Centra- 
lab division of Globe-Union Inc., 
Milwaukee. He was advertising 
manager of Centralab before join- 
ing the David White Co.’s sales 
staff last year. 


GM Diesel Names McKim 


McKim Advertising Ltd., Mon- 
treal office, has been appointed 
to handle the advertising of Gen- 
eral Motors Diesel Ltd. The com- 
pany’s general offices and man- 
ufacturing operations are in Lon- 
don, Ont., and sales headquarters 
are in Montreal. 
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Catalog your products in 


1950-51 American School and University 


For 22 years the standard collective catalog 
of the school and college market 


Write for rates and closing dates 


~The American School Publishing Corporation. __ 
470 Fourth Avenue, New York 16, N. Y. 


Where do 


lowa farmers 
get their information... 
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on where to buy? 


Towa farm customers know where to buy your product 
when they see your dealers listed in your advertisements in 

Wallaces’ Farmer and lowa Homestead. Dealer listings, which 
are practical only in a homestate farm paper, make it 
easier for customers to buy, dealers to sell, your product. 

To measure the effect of your advertising on these specific 
dealers, we'll survey them for you. Write for details, 


lowa farmers and their homemakers depend on Wallaces’ 
Farmer and Iowa Homestead more than any other farm 
publication, according to a survey made by the Statistical 
Laboratory of Iowa State College. They turn first to Wallaces’ 
Farmer and lowa Homestead for informas 
tion on livestock, market prospects, farm 
machinery, field crops, poultry keeping, 
recipes and meal planning, sewing and 
fashions, as well as many other farm and 
home problems. 

Naturally, the confidence these people have 
in their local homestate farm publication 
has a strong influence on their buying habits. 


E NATION’S TO 


Read the complete story in “InFARMation Please’, as 
disclosed by the lowa State College Survey, a study employ- 
ing the reliable “area sampling” technique used by the 
Bureau of Census. Write for your free copy. 
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Dante M., Pierce, Publisher 


Des Moines, lowa 
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Intimate Romances .......... 29.2 38.0 45.5 53.2 12,524 16,315 19,530 22,858 | ‘New York Times Magazine . 103.3 107.7 —_— —_— = to ee 
Ob pepmepeapason 228 322 38.4 53.4 9,798 13813 16,494 22,912 | *New Yorker ..........0000. 200.5 196.4 — — 3m wee 
Movie Stars Parade . . 22.8 318 38.3 52.8 9,763 13,659 16,455 5208 | SPOOR vec ecccecceeee 33.8 31.7 — — oe - Ex 
Personal Romances 35.6 48.2 50.9 67.7 285 21,104 ¥ 29,503 | Pathfinder ............ E 31.9 31.9 ae — seen x I 
Ladies’ Home Journal 1120s 6.2 176.0 189.5 75,635 79,04 119,703 880 | *Puck-The Comic Weekly ... 146.50  —— — — 2a 3.199 — — 
Mademoiselle ................ 96.5 139.5 157.3 231.2 41,418 59,855 67,515 101,994 | “Saturday Evening Post ........ 39.5 269.4 —_ —— 162,865 ry Far 
PP nr pepper 75.1 82.1 119.8 135.1 51,080 55,855 1,450 91,888 | °tSaturday Review of Literat 41.6 42.1 a — 17,860 y 
Parents’ (Nat'l) ......-....- 53.8 58.4 87.4 94.1 23,058 25,053 37,449 40,354 | Scholastic Magazines ........ 14.4 19.0 — — 6,066 wane 
arents’ (N. Y. Metro. Ed.)... 62.7 68.1 103,3 11L0 26,884 29,231 44,318 47,666 | tSporting News ............ 16.9 17.8 —_ —_— wy es NEv 
Sweden Gites. | Ok OC. eS RAS ate ses ager Te 24a? 246 «= C0 7B Ba of co 
reenia' Fee , \. ' y 5 5. A bel. See ee . ¥ — oe " y . 
Searets y-<  S TRR ee tg 30.7 ee 137 10,65) 13,158 hes 17,436 | U. S. News & World Report .... 72.3 77.3 — _ > 32,475 _—— a subje 
von og RS ; , . ’ ’ y y Total Group ............5. 2,190.3 2,160.1 -— —— 1,277,442 1,287,074 accor 
ete Oe eS = EB! cass tnchated to tatate, “Pour lemmen 2600: fin leoune 2000. Fen lemme bath gave, Pious tenme to 2000. edito 
Radio & Television Mirror .... 27.4 36.4 42.6 50.8 11,767 15,618 18,302 21,775 Home 
Photoplay ..... 36.9 43.7 60.1 65.1 15,841 (762 —«-25,825 27,934 | Canadian National Weekend Newspapers (Rotogravure Linage) Ad 
Experiences... 30.6 36.9 46.8 51.9 13,136 846 —«-.20,093 22'270 , | 
True Love Stories 29.8 39.6 45.2 54.9 797 17,008 19,403 ED UNE Sbcices din ccececees 23.2 13.4 ——— — 23,206 13,426 ketin 
True Romance 33.4 42.1 50.1 58.6 14,344 181056 21,520 25,149 |La Presse. . 26.0 147 ances — 26,102 '696 
saa a 57.8 64.3 92.6 96.6 24,774 27,564 39,701 41,425 | Standard ... 23.4 15.4 — — 23,381 15,419 grouy 
¥ Me (2 issues) Oooo 190.5 2398 280.5 349.8 120,398 151,573 177,251 § 221,073|Star Weekly . 40.6 319 — — 38,569 334 that 
stern Family: 1 — — x 3,87 
Southwest Edition ......... 35.9 396 594 67.2 15,304 16,969 - 25,463 28,789, Total Grow .............. — — used 
{Woman's Bay (hat) 200 rs 6 Ye as at . ‘a hae _ 
serene '* * ’ , - Fi b. bg b. “Feb. : 
MAN Editions... 62000 779 8 s9 = 97.1 33433 23.923 Loz A1.620 ‘.. => “2s & & aa “ss Fos 
ES cidietntevevines — — — ‘ ‘ 
Woman's Home Companion ..... 784 728 1268 122.7 53,311 49,484 86,194 83,463 | Canadian Ih 
Total Group .............. 2,062.1 “2,316.5 3,208.8 3,577.0 1,036,388 1,166,671 1,612,194 ~ 1,807,722 | Canadian Home Journal ........ 27.9 295 47.4 50.2 19,000 20,068 32,218 34,164 veale 
*Not included in totals. “Smaller page size 1950. Condion Homes & Gardens .... 2a6 266 =i = ae ates 37,747 py sand 
EP PPPT TIT TTT e ’ . 'y D 
Maclean’s (2 issues) .......... 44. 39.7 72.9 72.7 29,980 27,006 49,536 49,445 
Outdoor flies Ooms Mealy’... 32 igi «= 67 )=— 309 8989 «SoG = ABZ 1.087 — 
American Riftemen ee ey aes aan 468 86.0 gas 18,503 20,088 36,200 32.072 deg BE COCCCO Se eseecs 20.0 12.2 31.5 20.8 8,580 5,246 13,514 . some 
ete neseve nex . i . , , est: 
{Fur-Fish-Game -............ 227 219 432 442 91722 ‘91412 18'510 1992 | French Edition ............ 7 ay ae: ee a A RR 72a tests 
Hunting & Fishing .......... 19.5 216 31.2 33.5 8,372 (9,275 13,374 14,509 | _ Exalish Edition ............ 37 = 300 381 12479 18082 «20345 25/882 
Outdoor Life ................ 49.7 53.6 76.2 86.6 21,318 2 52674‘ = 57,160 | Rome Modem, La ........... 18. 7 ae 3 ime fen 773 aoe reade 
*+Outdoorsman .............. 29.1 16.9 39.6 39.0 12,503 7,229 16,987 16,699 | Revue Populaire, La .......... 20.5 25.5 So ieee wees ’ : Mr 
Sports Afield .. 2.222.202 2.2! 47.1 558 80.5 91.1 20,221 23,934 — 34,531 39,095 | *Samedi, Le ................ _— a a ae : 
Total Group .............. 2747 «2727 «= 4506 §=— 478.0 117,894 116,986 193,248 "205,108 | Total Group ...... teteees - 319.9 258.9 = 495.9 = 438.2 151,271 159,232 = 255,075 = 250,799 oo 
*Merged with Outdoors. Comparative figures are those of Outdoors. “January linage, not included in totals. 
February Advertising Pages and Linage in Farm Publications 
Curre » Current Month Com- 
ae — mercial Display, ex- 
Total Advertising, In Pages. | ———Total Advertising, In Lines——— cluding Poultry, Total Advertising, In Pages © ———Total Advertising, In Lines———— cluding Poultry, 
ifi Jan- Jan- Classified and Live 
Feb. Feb. fe Fa Feb. Feb. a Feb arog’ Ang Feb. Feb. Feb. Feb. Feb. = Feb. Feb. Feb. stock, In sto 
1950 1949 1950 1949 1950 1949 1950 1949 1950-1949 1949 9 «1950 1949 1950 — 
ind ’ : , 778 53,996 
Farm Magazines Ga. Ala. -Fla, Edition 102.8 811 163.8 140.5 69,922 59,035 111,382 102,279 64, 
t , Edition ......... 97.5 77.0 157.7 134.6 66,300 56,039 104,483 97,972 61,640 51,594 
Capper’s Farmer .... 58.7 57.3 96.0 100.1 39,943 38,937 65,257 68,095 37,673 36,935 Miss.-La.-Ark. 
{farm deuraale,.-. 103 List Wey fone Gites akag 22 ERIS “TOlgh These] ition |... 1001 #42 lees lado color esis 110390 10s%8ss eL79s S4'852 
dips +s li A A ° 76, 396 = 47,5 exas Edition ..... 5 . 5 . ’ D 
1*Farm & Ranch with — *In all 5 Editions 87.5 689 137.1 1187 59,523 50,154 3, 86,397 "328 46,765 
Southern Agriculturist : *Aver. 5 Editions .. 99.4 80.0 158.7 2 67,623 58,210 107,919 100,552 62,236 52,744 
Western Edition ... 62.4 47.5 105.4 78.2 42,424 33,256 71,374 += 54,772 36,786 29,819 | TSuecessful Farming .. 108.6 999.9 176.5 176.9 48,868 144,924 79,421 _ 79,073 46,841 °42,745 
sagt Eastern Edition ©. 52.1 811 35,450 55,347 21.713 Total Group ...... 945.4 834.8 1533.2 1429.2 590,323 534,788 ~ 954,348 ~ 917,981 546,039 492,393 
Progressive Farmer: *Not included in totals. ‘Separate publications 1949; Comparative figures for 1949 are those of Southern Agriculturist. 
Carolina-Va. Edition 99.6 80.3 159.9 139.1 67,760 58,494 108,750 101,305 62,570 53,243 *Smaller page size 1950. *Figures furnished by publisher. {Figures supplied by Publishers’ Information Bureau. 
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Current Month Cowm~ | peer 
mercial Display, ex — ON MAGAZINES MONTHLIES SEMI-MONTHLIES 
—Total A , In Pages— -———Total Advertising, In Lines———. cluding Torlan 
oe a aan ee -_ ee ~ Ge 1950 
nm Lines 2 | 
1950 1949 1950 1949 1950 1949 1950 1950 1949 930 em s9g323 | Son 607.337 =| san bad 670,924 
Monthlies = Te] 764,007 1950 469,50/ 1949) 537 /3/ 
; , JAN a 
eg etree 223 275 438 553 4375 5, 8,526 4,375 _5,390 Fi 
a. — Fruit Grow 449 430 862 77.1 19,152 18332 36,755 32.898 18.897 18,059 ree iy $57,587 \ on | —_) 716, 40 
American nal: 
Eastern Edition .... 74.7 619 129.0 126.0 32,036 26,568 55,319 54,084 17,721 12,467 . 
Central Edition |... 625 546 107.9 1055 26827 23429 46.320 264 16,996 12.157 BI-WEEKLIES DAILIES Canes 
Western Edition .... 544 441 930 89.5 23,318 18934 39881 38415 15,309 10,416 
Ce a Be | a os 9s 4 
nsas Farmer ..... le x . f ‘ | 
hae ren les . 44 10,238 || IN L//4, 997 950 55 999 950") 395,996 ihe 283,83 
wes ee 60.9 14852 14538 34,841 26,105 14 14,538 | |i 1949 1949 
8 my hee 261 259 426 393 10969 10598 171930 16233 lo‘ses 10308 a (05,479 DEC P 24 IFO bec PL) 174. /78 bec F) 266,987 
Breeder's al oe 249 282 46.2 a5 11,212 12,708 20,800 21856 8,737 10,4 ois 9-1 272 768 st 297577 - 
California Ci (956 19,250 34,986 36,295 18,746 19,037 p DH 
Cattleman, The .....- 88.0 85.4 203.0 215.4 36,959 35,899 85,266 90,537 iszit 19,236 JAM b 77,84/ Jan ’ JAN ? 
Electricity on the Farm 123 184 19.7 312 4371 6,595 7,036 11,198 4371 6,595 
Farmer-Stockman . 48 411 701 710 34087 31,230 53,372 53,997 29,811 28,064 
Florida Cattleman .... 45.6 40.2 97.6 94.7 19,138 16880 40,991 39,787 9,828 8,096 Current Month Com- 
Florida Grower ...... 236 228 414 39.2 16,072 15,496 847 26,758 15,496 14,906 ee mercial Display, ex- 
*Idaho Granger ..... . 7.9 8,585 8,379 8,554 8,281 Total Advertising Total Advertising cluding Poultry, 
a Jan dan Jar la, teem Line 
ichigan Farm News . i ’ i 6, a : 
National Live ‘Stock " 7 1949 1950 1949 1949 
Producer ......... 139 7.0 211 159 10,125 5,096 15,340 11,590 9,643 4,632] Ohio Farmer ........ 44.0 42.9 33,792 32,910 27,847 28,459 
“Nation's Agrtestiave Ye * 3,161 3,265 . 3,161 .265 | Oregon Farmer ...... 32.5 36.6 24,600 27,632 21,977 24,789 
New Jersey Farm Oregon Grange Bulletin 125 110 ,650 11,998 650 998 
and Garden ........ 50.7 491 94.4 97.5 22,810 22,118 42,490 43,921 17,437 16,343| Pennsylvania Farmer .. 56.6 58.9 43,479 45,241 37,797 40,426 
Ohio Farm Bureau News 139 123 216 248 6,248 5,519 9,707 11,144 5,119 | Prairie Farmer ...... 54.7 58.1 39,831 42,299 506 34,084 
Pacific Poultryman 47.9 40.7 914 805 20545 17468 39218 34,556 10,870 9,336] Utah Far “és ice 23.5 38.0 17,123 27,699 15,546 24,744 
H + | Wall: i owa 
Eastern Edition .,.. 824 729 1528 1413 35,361 31,257 65,562 60,623 20,778 16,812 —— 610 625 47,857 48,936 40,266 41,305 
Central Edition .... 704 641 1261 1213 30,223 271496 54,120 52,029 19, 16,026 | Washington Farmer .... 32.7 36.2 24,729 27,371 22,106 24,528 
Western Edition .. 628 543 1125 106.0 26,954 23,293 48,284 45,480 17,595 14,032] Western Farm Life: .. 288 33.1 "580 25,925 20,144 23,209 
*In all 3 Editions.» 55.8 47.9 100.2 94.0 23,950 20,535 42,988 40,326 16,543 13,777| *Herdsmen Edition .. 113.0 1116 620 87,488 23,394 20,515 
Southern Farmer ..... 1229 116 236 20.9 14,225 12837 26,083 23,130 12, 11,067 | Wisconsin Agriculturist 39.3 44.9 30,777 35,193 27,982 32,286 
Southern Planter 418 38.1 68.5 69.0 29,258 26,685 47,953 48,293 26,572 4,190 Total G 79 9305  ~ 670,924 716,403 565,500 613,068 
Turkey World ....... 67.2 57.0 160.4 154.1 28,839 24,439 814 66,086 14,107 11,365 reget . - . _— : . 
ase ry evens 45.4 40.8 84.8 76.0 19,068 17,136 35,619 31,951 12.320 10,759) tLarger page size 1950. ‘Herdsmen edition only. This edition also includes all Hinage carried in Western Farm Life. 
ern ives 
ow d perry 116.4 130.1 2014 247.0 48,888 54,650 84,592 -103,769 18,102 18,138) Bi-Weeklies—January 
Germer rss cecese 113) 8.2 10,108 7,308 7,588 5,342 fvieona, Farmer ewes 48.6 55.9 36,766 42,310 34,225 39,852 
Total Group ...... 1,261.9 1,137.7 2,352.1 2,333.3 607,337 557,589 1,116,757 1,098,238 428,952 378,292| ‘Northern Edition ... 46.9 55.0 35,432 41,620 30,686 34,805 
*Not included in totals. “January linage. Southern Edition ... 45.6 53.7 34,434 40,620 29,646 33,777 
‘ Dairyman’s League News 114 61.9 8,349 4,510 7,607 3,738 
Newspaper Monthly Farm Sections Total Group .... 1525 2265 144,991 129,060 02,164 Ti2,172 
lowa Farm & 
Home Register 229 256 37.9 40.8 24434 27279 40,543 «43,546 23,237 25,718 | Weeklies—January 
Rural Gravure ...... 51 5.6 98 100 5,149 5, 9,897 10,059 5,149 5,635) {Capper’s Weekly .... 7.2 10.1 15,842 22,658 9,402 14,510 
Star-Telegram Weekly Kansas City Star 163 22.4 40,147 _ 55,183 28,742 42,073 
Ranch & Farm News 19.3 16.3 314 325 20,510 17,338 34,370 34,544 15,851 17,196] Total Group . « & ian ~ “55,989 77,841 38,144 ~ 56,583 
Total Group .... 47.3 47.5 79.1 ~ 833 50,093 50,252 ~ 84,810 ~ 88,149 44,237 48,549 | ‘Four issues 1950; five issues 1949, 
Current Month Com- Dailies—January 
mercia’ isplay, @X- 
Total Advert: ici ; Chicago Daily Drovers 
‘ee hes ~4 \ tan CUE Td eae enn 8 29.3 76,218 62,380 56,856 37,477 
Jan. Jan. Jan. Jan. stock, In Lines | Kansas City Daily Drovers 
1950 1949 194) 1950 1949} 5 Telegram peer 1 312 89,567 66,476 69,559 46,737 
mana Daily Journal- 
Semi-Monthly—January sstockman wine 48.4 42.1 103,068 89,678 79,489 62,660 
. . a . Lous Daily Live 
—— ay ad “ae es Hyd 13208 7,374 11.536 Stock Reporter ... 31.5 25.5 67,043 54,254 56,940 41,019 
ag Binet. -— os 2590 283s 2550 i Total Group .... 157.8 128.1 335,896 788 262,844 187,893 
olorado Rancher a 
... eRe 20.4 14.7 15,425 11,127 9,740 10,891 Canadian 
Dakota Farmer ...... 45.4 50.2 35,609 39,409 31,849  33,933| **Canadian Countryman 29.8 28.1 20,872 19,685 15,883 14,514 
Parmer, ae 50.4 53.3 39,495 41,794 31,451 34,193 rt, =. | AE ” Ef ta 40.1 73.0 69.5 28,261 884 52,521 50,074 261 28,884 
oard’s Dairyman .... 37.9 46.6 ; 3, Y , = eeaty Ser: 
lake Fou ...-.... 34.0 38.2 3a 709 28907 33/106 oe oes Eastern Edition .... 67.2 71,793 67,229 48,286 45,789 
Indiana Farmer's Guide 20.7 26.2 16,223 20,562 11,329 15,190 | , Western Edition .... 638 S06 63,779 60,637 47,254 46,801 
Kansas Farmer ...... 312 314 23,684 23,860 19,422 20,233| {Farm & Ranch Review 217 20.6 40.7 15,641 14,830 29,330 26,319 14,608 13,920 
Michigan Farmer .... 429 42.3 32,921 32,521 27,433 26,828| |Farmer's Magazine .. 30.1 26.0 57.0 47.9 21,048 18, 39,893 33,539 19,438 16,243 
Missouri Farmer ...... 7.2 5.4 5,475 4,137 4, Yate Dies 
Missouri Ruralist 26.7 26.1 ,307 19,864 15,970 15,916| ,, Farmer «---..... 79.7 96.8 89,669 108,951 50,382 55,220 
Montana Farmer take 29.5 45.5 22,369 34,699 191076 27.976 Western Producer .. 35.3 38.4 37,721 41,075 400 23,392 
ebr: armer ..... 461 36,387 33,083 27,553| Total Group . 280.4 317.1 “Ti74 283,834 297,577 ~ 92,414 184,205 185,716 
New England Homestead 33.5 315 4447 = 22,071 1895 ,063 **January linage. "} February linage, not ineioged in totais — oe — — 


Explains ‘Wallaces’ 
Farmer’ Copy Tests 


NEw YorK—The so-called axioms 
of copy are apt to blow up when 
subjected to experimental tests, 
according to Donald B. Murphy, 
editor of Wallaces’ Farmer & Iowa 
Homestead. 

Addressing the American Mar- 
keting Association’s copytesting 
group here, Mr. Murphy reported 
that “when we started testing, I 
used to say: ‘Let’s test what we’re 
doubtful about.’ Now I’m inclined 
to say: ‘Let’s test what we’re ab- 
solutely sure of.’” 

Illustrating the point, he re- 
vealed that, contrary to his long- 
standing opinion, putting a rule 
around a piece of copy doesn’t in- 
crease readership in Wallaces’ 
Farmer & Iowa Homestead. In fact, 
tests show that boxes pull low 
readership scores. 

Mr. Murphy said the farm maga- 


zine started copy testing in 1938, 
but has used split-runs only since 
1946. Standard readership tests are 
of value as a running check on 
how the magazine is doing, he be- 
lieves, but information on the de- 
tailed problems of copy presenta- 
tion—kinds of heads, cuts, writing 
styles, layouts and color—is best 
gained through split-runs and the 
use of controls. 


@ Using the split-run, the maga- 
zine found that taking the rule off 
a box added 24,000 readers to an 
article. 

Mr. Murphy discussed style test- 
ing by referring to the magazine’s 
rather extensive studies based on 
the Flesch readability formula. 
Noting that the formula had been 
variously applauded and _ dis- 
paraged, Mr. Murphy said the mag- 
azine’s editors didn’t regard it as 
a “foolproof, mechanical way of 
turning out copy. There are plenty 
of other factors involved in good 


HENNEBERRY ROTOGRAVURE CO. 


CATALOGS - 


4001 RAVENSWOOD 


Rotogravure — Colorgravure 


25 Years of Dependable, 
: Economical Service 


PUBLICATIONS - 


BROCHURES 


Tel. LAkeview 5-8520 
* CHICAGO 13, ILL 


writing besides syllable count, per- 
sonal words and sentence length.” 
However, Mr. Murphy said, cer- 
tain applications of the formula 
seemed right for the Wallaces’ 
Farmer audience, such as _ sen- 
tences of 12 words or less and 
syllable-count about 130 per 100 
words. More than any formula, 
though, Mr. Murphy emphasized, 
testing can “bring us a little closer 
to the facts of reader response.” 


Hoover Elected President 
ot Bozell & Jacobs 


Donald D. Hoover, vice-presi- 
dent and eastern manzger of Bozell 
& Jacobs, New York, has been 
elected president, succeeding Mor- 
ris E. Jacobs, now chairman of the 
board. Roy H. Wensberg, man- 
ager of the Seattle office, has be- 
come executive vice-president of 
the New York organization. He is 
succeeded by Vincent R. Fowler, 
vice-president, New York. 

Other vice-presidents are Martin 
K. Speckter, former manager of 
the Louisville office, and Henry 
Obermeyer, former advertising 
head of Consolidated Edison in 
New York. 


Purity Pushes New Product 


The Pioneer Feeds division of 
Purity Flour Mills Ltd., Toronto, 
has introduced a new product, 
chick starter “Crumbles,” to the 
Canadian flour and feed market. 
Crumbles will be merchandised 
through dealer cooperative ads in 
farm papers from coast to coast 
and through radio. The Toronto 
office of McKim Advertising is the 
agency. 


To ‘Cosmetics & Toiletries’ 


Fred Buehler has joined the 
New York advertising sales staff 
of Cosmetics & Toiletries. 


Welch Names Two V. P.s 


Jefferson B. Armstrong Jr., ac- 
count executive, and Austin Mc- 
Kenna, production manager, have 
been named vice-presidents of 
Wayne Welch Inc., Denver agency. 


Hosler Appoints Three; 
Opens Los Angeles Office 


Ken Emery, formerly on the 
advertising staff of Caterpillar 
Tractor Co., has been appointed 
director of client service of Hosler 
Advertising Inc., Peoria, Ill. Perry 
Johns, copy chief, has been named 


a vice-president of the agency. 

The agency has opened a Los 
Angeles office at 407 Pacific Mu- 
tual Bldg. to serve clients on the 
West Coast. William Ahern, for- 
merly advertising manager of 
Peterson Tractor Co., San Fran- 
cisco, will be in charge of the new 
office. 


Three Name Posner-Zabin 


Three new clients have been 
added by Posner-Zabin, New York. 
These are: Dr. A. Posner Shoes 
Inc., S. Weitz & Co., and U.S. Cold 
Storage Warehouse, all New York. 
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Garrison Appoints Harper 


Francis A. Harper, who formerly 

conducted his own business as copy 

, and merchandising counsel, has 

been named copy chief of W. W. 

Garrison & Co., Chicago. He pre- 

| viously was assistant copy director 
of Ruthrauff & Ryan, Chicago. 


Ackerman Named By Esquire 

Harold B. Ackerman, formerly 
head of retail store contact for 
Tobe & Associates, merchandising 
consultant, has been named mer- 
oe manager of Esquire 
ne. 


| Dyer Appointed Ad Manager 
Douglas H. Dyer has been ap- 
pointed advertising manager of 
Deep Rock Oil Corp., Minneapolis. 

| 
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~ Along the Media Path 


Santa Monica, Cal., and The Santa 
Monica Evening Outlook will have 
a joint 75th birthday celebration 
July 15. The newspaper will have 
a Diamond Jubilee edition, of 
which Remi Nadeau and Don 
Wilder of the staff will be editor 
and advertising sales manager, re- 
spectively. 

They and the city plan to take as 
a “theme” a classic piece of ad copy 
written ’way back in 1875 by Col. 
Tom Fitch, auctioneer, orator and 
newspaper man of that time. Here’s 
what Col. Fitch wrote as a hand- 
bill to announce a public lot sale 
in Santa Monica 75 years ago: 

“On Wednesday afternoon, at 
one o’clock, we will sell at public 
outery to the highest bidder, the 
Pacific Ocean, draped with a sky 
of scarlet and gold; we will sell a 
bay filled with white winged ships; 


we will sell a horizon, rimmed 
with a choice collection of purple 
mountains, carved in castles, tur- 
rets and domes; we will sell a 
frostless, bracing, warm yet un- 
languid air, braided with sunshine 
and odored with the breath of 
flowers. 

“The purchaser of this job lot 
of climate and scenery will be 
presented with a deed to a piece 
of land 50 by 100 feet, known as 
‘Lot A in Block 251.’ The title to 
the land will be guaranteed by the 
present owner. The title to the 
ocean, the sunset, the hills and the 
clouds, the breath of life giving 
ozone and the song of the birds 
is guaranteed by the beneficent 
God who bestowed them in all 
their beauty and affluence upon 
Block 251 and attached them 
thereto by almighty warrant as an 


incorruptible hereditament to run 
with the land forever.” 


e For nine long years, Station 
WFMJ, operating on 250 watts, 
has tried to get 5,000 watts to 
serve its Youngstown, O., area. In 
nine years and after expenditure 
of much money, a station can build 
up some ambitious promotion 
plans. But when the FCC finally 
came through with the “go ahead” 
10 days ago, WFMJ shucked its 
elaborate promotion plans, and 
turned on the higher power a week 
ago, after “splashes in the Vindi- 
cator, which happens to cover 125,- 
000 homes” in the Youngstown 
area. It’s mighty pleasing to get a 
clear signal, Leonard Nasman, 
WFM4)J’s sales manager, admits. 

Incidentally, to get 5,000-watt 
power, WFMJ had to exchange fre- 
quencies with WHHH, Warren, O. 
WFMJ moved from 1450kc to 
1390kc, and WHHH moved from 
1400ke to 1440—and also shifted 
from 250 to 5,000 watts. 


e A new sales tool—a loose-leaf 
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Modern\ 


Net paid circulation over 50,000 


PUBLISHED BY MAGAZINES OF INDUSTRY INC, 


NOTE TO ADVERTISERS: M.lI., the 
only magazine edited specifically 
for industrial management ex- 
ecutives and circulated primarily 
among them, presents your ad- 


55,000 receptive readers at the 
lowest cost of any executive 
industrial publication. If you 
want response to your advertising 
from America’s leading manufac- 
turers, put M.I. to work for you. 


for Growth? 


MODERN INDUSTRY'S paid circulation 
has increased 44% in past 2 years! 


Issue by issue, Modern Industry magazine has developed 
into a mature publication with a record unique in business 
journalism. Paid circulation at the end of 1941, its first year, 
was a little over 8,000. By the end of 1947, it had gone over 
the 34,000 mark. The net paid circulation in December 1949 
is over 50,000. An increase of 44% in two years alone! And 
this is only the beginning. Our policy of distributing thou- 
sands of sample copies each month to a selective list of 
important industrial executives has helped the magazine 
sell itself. Sampling still goes on. Total distribution of 
MODERN INDUSTRY is in excess of 55,000. 


message to more than 


$47 


MADISON, AVENUE, NEW YORK 17, N. ¥. 
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program catalog—has been de- 
veloped by the commercial depart- 
ment of Station KJR, Seattle, for 
use by local and national time- 
buyers. The catalog lists all pro- 
grams available on KJR; a page is 
devoted to each, listing essential 
data. When a program is sold, a 
page is removed; when a program 
is added, so is a page. Sheets list- 
ing changes are supplied to cata- 
log holders by KJR salesmen or 
Avery-Knodel, its representative, 


@ The New York Times reports 
that its international travel section, 


Feb. 19, carried 265 ads from 27 


foreign countries. 


e@ The Repository, Canton, O., held 
its most successful letter-writing 
contest the other day, indicating 
that Canton is a nice place to live 
in. No less than 1,395 people sub- 
mitted entries to tell “Why We 
Like to Live in Canton.” 


e An old couple living near Okla- 
homa City suddenly learned some- 
one had bought their home from 
them—for $1.13! That was the 
amount of taxes and penalties they 
had owed. Another taxpayer lost 
his home at a tax sale totaling 
$6.67. 

Then the editors and reporters 
of the Daily Oklahoman and Okla- 
homa City Times got busy last 
summer. What they found and how 
it led up to grand jury indictments 
has been put together in an at- 
tractive booklet by the newspapers, 
showing their power and influence 
in Oklahoma. 


e Thrilling Fiction Group, New 
York, has answers from several 
thousands of its readers about 
their brand preferences for a wide 
line of products, their ages, oc- 
cupations, otHer magazines read, 
education and other personal in- 
formation. The figures obtained 
from studying the first 1,900 re- 
plies—obtained from a question- 
naire last summer—have been 
printed in an attractive booklet, 
obtainable by agencies and adver- 
tisers from the publisher at 10 E. 
40th St., New York 16. 


‘Persons Elected V. P. 
of Sun Chemical Corp. 


Ralph C. Persons has been 
elected a director and vice-presi- 
dent of the Sun Chemical Corp., 
Long Island City, N. Y. He has 
been with the organization since 
1944, and has been sales manager 
of the Geo. H. Morrill Co. division 
and general manager of the Eagle 
Printing Ink Co. division. He will 
continue in these positions and will 
also have charge of Sun’s graphic 
arts group, which is comprised of 
the following: 

American Printing Ink Co.; 
Eagle Printing Ink Co.; Fuchs & 
Lang Mfg. Co.; Fuchs & Lang de 
Mexico, S. A. de C. V.; General 
Printing Ink Co. (East); General 
Printing Ink Corp of Canada Ltd; 
E. J. Kelly Co.; Geo. H. Morrill 
Co., and the Sigmund Ullman Co. 


Canada Dry Launches 
TV Snack Campaign 

Canada Dry Ginger Ale, New 
York, will soon start an adver- 
tising-merchandising campaign 
built around “television snack sug- 
gestions.” The drive will feature 
pictures of displays built around 
Canada Dry and other delicacies 
which could be useful for a late 
evening supper at a TV party. 

Advertisements will appear in 
Sunday supplements in 55 news- 
papers, in regular newspaper sec- 
tions in other cities and in Col- 
lier’s. “Television snack sugges- 
tions” also will be plugged on Can- 
ada Dry’s show, “Super Circus” on 
ABC-TV. J. M. Mathes Inc. is the 
agency. 


GM Appoints Bombar 


Leigh D. Bombar has been ap- 
pointed central regional manager 
of the Pontiac Division of General 
Motors Corp. He will head the 
newly opened sales office, which 
will embrace Pontiac, Cincinnati, 
Cleveland, Buffalo and Pittsburgh 
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Alexander Smith 
Plans Comprehensive 
Ad, Sales Campaign 


New YorK—Full-color spreads 
will be used“in seven consumer 
magazines this spring by Alex- 
ander Smith & Sons Carpet Co., 
Yonkers, N. Y., in what is de- 
scribed by John Goodwillie, di- 
rector of advertising and public 
relations, as “one of the most com- 
prehensive sales promotion cam- 
paigns ever scheduled by a floor 
coverings manufacturer.” 

In addition, direct mail pieces 
based on the company’s new broad- 
loom and floor-plan rug ads will 
be offered to dealers for mailing 
to their customers. These mailing 
pieces will include the ads repro- 
duced in full-color, together with 
store copy. 

Advertising mats and photo- 
graphs and a transcribed radio 
series for local dealer sponsorship, 
consisting of 14 programs of 15 
minutes each; a selection of 20- 
second or one minute open-end 
television spots; new dealer dis- 
play material, including lighted 
signs for departmental or window 
use; posters, color cards and rug 
display platforms are also being 
offered. 

A new color movie on home dec- 
orating, recently produced for the 
company in Hollywood, as well as 
a training film on retail selling, 
will be available also for dealers’ 
use. Members of the staff of the 
Clara Dudley home _ decorating 
service will lecture and offer per- 
sonal advice to customers in about 
100 leading stores. 

Magazines to be used include 
Better Homes & Gardens, Bride’s 
Magazine, Bride’s Reference Book, 
House Beautiful, House & Garden, 
Life, and Living for Young Home- 
makers. 

Anderson, Davis & Platte is the 
agency. 


New Products Called 
Industry Life Blood 


Boston—New products are the 
life blood of industry, Sam L. 
Brous, marketing manager of the 
chemical department, General 
Electric Co., told members of the 
Technical Advertising Association 
here. : 

“This is especially true in the 
chemical field,’ Mr. Brous said. 
“Competition today is such that 
without the successful marketing 
of new products, most chemical 
enterprises would be virtually out 
of business within five to ten 
years. 

“Standard lines of products tend 
to become more and more com- 
petitive with lower and lower 
profit margins,” he pointed out. 
“New products, on the other hand, 
tend to carry higher profit mar- 
gins and help to keep over-all 
company returns at a desirable 
level.” 


Edwin S. Friendly Joins 
‘World-Telegram and Sun’ 


Edwin S. Friendly, formerly 
vice-president and general man- 
ager of the New York Sun, will 
Join the executive staff of the 
New York World-Telegram & The 
Sun on April 1. He is presently 
completing liquidation of the Sun’s 
physical assets. 

Mr. Friendly is president of the 
American Newspaper Publishers 
Association. Among his many ac- 
tivities, Mr. Friendly is a director 
of the National Better Business 
Bureau and of the Advertising 
Council. 


BAB Appoints Meg Zahrt 


Meg Zahrt, formerly radio and 
Public relations director of Pol- 
Sky’s of Akron, has been named 
to the staff of the Broadcast Ad- 
vertising Bureau, New York. She 
will succeed Lee Hart, retail spe- 
Cialist, who is on an extended leave 
of absence. 


‘Class A’ Weeklies Names 3 


H. A. Sandison has been named 
national advertising manager of 
“Class A” Weeklies of Canada, 
making his headquarters in To- 
ronto. He formerly served in the 
Quebec and eastern Canada ter- 
ritory. Dean Miller, with L. C. Way 
& Associates, Vancouver, is west- 
ern representative. W. B. Iler, for- 
merly with Grueneau Research 
Ltd., has been appointed research 
director. 


Art Studio Reorganized 


Purtle-Rusnik & Associates, To- 
ronto art studio, has gone into 
partnership with Glen J. Wylie, 
formerly a director and sales rep- 
resentative of John Adams Co. The 
new company will be known as 
Purtle-Rusnik & Wylie, with of- 
fices at 73 Adelaide St. West. 


Rumford Press Elects Rein 


Donald Rein has been elected 
president of the Rumford Press, 
Concord, N. H. 


Classified Managers 
Boost Brand Names 


Cuicaco—Members of the Amer- 
ican Newspaper Classified Adver- 
tising Managers agreed at their 
annual meeting here last week to 
step up their national brands cam- 
paign. 

More than 500 newspapers are 
expected to participate in a Brand 
Names Week promotion, March 
19-25, according to H. J. Bend- 
inger, classified manager of the 
Milwaukee Journal. 

The program to inject brand 
names as much as possible into 
classified ad columns was begun 


‘two years ago. Among other bene- 


fits, the special week promotion is 
expected to boost classified linage 
and bring the medium forcefully 
to the attention of national adver- 
tisers. 


ee 


Knox Agency Elects Four 


Knox Reeves Advertising, Min- 
neapolis, has elected Russell E. 
Neff radio and television director; 
Dr. A. R. Root, director of research; 
William C. Schneider, art director, 
and Kenneth P. Torgerson, director 
of media, as vice-presidents of the 
agency. 


O’Ryan Opens Agency 

Tom O’Ryan, formerly a vice- 
president of National Transitads 
Inc., has opened Tom O’Ryan Ad- 
vertising Co., specializing in trans- 
portation advertising. Offices are 
located at 801 Union, Memphis. 


39 
Plans Packaging Show 


American Management Associa- 
tion will hold its 19th national 
packaging exposition at Navy Pier 
in Chicago, April 24-27. 


sion SIGNS UP IN A HURRY 
eRvict Sites intelligently Selected. 

$ leases Secured — Monthly 
check. Mid-West States. One 

ASK or a Hundred. Write, wire 
us or phone Jack Baker, Green- 


_yille 1238M, 
SIGN ERECTORS, Greenville, Michigan 


TOYS 


is a $300 MILLION Business! 


40 million youngsters demand toys. Distributors regularly read 


TOYS AND NOVELTIES, “The Voice of the Industry”. Contact us for further information. 


TOYS & NOVELTIES 


BELL BUILDING 
CHICAGO 1, ILL. 


Shopping Center of a 
Balanced $449,000,000 Market 


Canton — Shopping Center for 
a Balanced $449,000,000 Market 


Canton, Ohio is a busy, year ‘round market for all 
the things families eat up, use up, wear out. For 
example, Canton families: 


—Eat 43% more food* 
—Use 22% more drugs* 
—Use up to 38.7% more soap* 


—than the national average or comparable market. 


The above average income ($5,459 per family in 
Canton; $5,068 in Stark County*) is stabilized by 
over 200 diversified industries and the crops from 
Ohio’s most thickly populated farm area. 


Such ability to buy is worth key market consideration 
for the Repository in setting up your newspaper list. 


And remember — no nearby metropolitan newspaper 
begins to give you merchandisable coverage of this 
rich market. You can’t do it without the Repository. 


100% coverage of a one-newspaper market. 
99.3% carrier delivered. 


*Sales Management 
of Buying Power, 1949. 


*Based on Report by Market 


Surveys, Inc., Chicago. 


A Brush-Moore Newspaper 


Survey 


Represented Nationally by Story, Brooks and Finley 
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KING-TV Appoints Neidigh 


Jim Neidigh Jr., formerly man- 
ager of Station KRSC, Seattle, 
has been named to the sales staff 
of KING-TV, Seattle, as local ac- 
count executive. 


Ryan Joins Donahue & Coe 

James F. Ryan, formerly with 
Leo McGivena & Co., has joined 
the executive staff of Donahue & 
Coe, New York. 


What Do You Know about 
DOOR-TO-DOOR 
SELLING? 


Door-to-door ao lee known 
as DIRECT SELLING —is building 
iant volume quickly for many manu- 
acturers. It may be your answer to 
dwindling volume, vanishing profits, 
soarin and cut-throat competi- 
tion. Direct Selling is fully explained 
in fascinating booklet—mailed FREE. 
Please write on your letterhead. 


OPPORTUNITY MAGAZINE 
Dept. A-3, 28 


E. Jackson BI., Chicago 4, Ii. 


‘Cinderella’ Film 
Provides Theme for — 
Cottage Cheese Ads 


PHILADELPHIA—Full-page color 
ads in Philadelphia newspapers 
closely tied in with Walt Disney’s 
“Cinderella” opened a varied cam- 
paign for Supplee-Sealtest cottage 
cheese during the Lenten period. 

The two-month campaign started 
Feb. 20 with a two-color page in 
the Philadelphia Inquirer, which 
recently made color available for 
weekday advertisers. 

A four-color page follows next 
Sunday in the Bulletin. Walt Dis- 
ney’s “Cinderella” characters romp 
all over the pages, also introducing 
a set of eight Libbey Safedge 
glasses decorated with scenes from 
the movie. Each week a different 
glass will be used as a cottage 
cheese container. 

The campaign is being handled 
through N. W. Ayer & Son, 

The color pages will be followed 


by 350-line b&w ads in Philadel- 
phia, Atlantic City and Wilming- 
ton. Spots on the Dorothy Dix NBC 
program in Supplee territory, on 
the George Skinner “Whirligig” 
show on Station WPTZ here, and 
on pre-season baseball broadcasts, 
plus point of sale promotion, will] 
also be used. 


Transtilm Names Burnham 
to Head Sales Operation 


Transfilm Inc., New York, has 
appointed William Burnham, who 
joined the company as a sales rep- 
resentative last year, as vice-pres- 
ident in charge of sales. Mr. Burn- 
ham has been in the film industry 
since 1946. 

Mr. Burnham was advertising 
and promotion director of the Big- 
elow Sanford Carpet Co. before the 
war. 


Carey Promotes Turner 

R. F. Turner has been appointed 
sales manager of the dealer prod- 
ucts department of the Philip Car- 
ey Mfg. Co., Lockland, O. He joined 
the company in 1934. 


Open Franchises 


For ‘Sun Loved’ 
Fruit Bread 


Los ANGELEs—Sun Loved Cali- 
fornia Fruit Bread Inc. has 
launched extensive promotions for 
nine new bakeries which have 
taken on the loaf of the same name 
on a franchise basis in their mar- 
kets. Included in the promotion are 
16 point of sale pieces, newspaper 
space, radio spots, outdoor posters 
and the house-to-house distribu- 
tion of booklets and door hangers. 

The bread is a specialty loaf con- 
taining approximately one-quarter 
pound of dehydrated dates, oranges, 
lemons, apricots, peaches, prunes 
and raisins. It was developed by 
W. Donald Dunkle, general man- 
ager of the company, and E. Lang- 
don Cast, owner of Garden of the 


The largest issue of the nation’s 
largest farm magazine . . . 


serving more advertisers than ever before .. . 


serving more readers than ever before . . . 


the largest of ALL magazines 
where half the consumers of America live. 
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Setting Sun, Mecca, Cal. 
Franchise holders pay a royalty 
of 2¢ per loaf, half of which js 
placed in the account of individual] 
bakeries for advertising in their 
territory. Payments, made once a 
month, are based on production 
records of franchise“holders. 


ws Opening gun of the promotion 
for a new franchise holder is a 
sales meeting at which the entire 
campaign is explained and a con- 
test set up for route salesmen, 
Sample loaves of bread are then 
sent to doctors and beauticiang 
with letters pointing out the 
healthful properties of the loaf 
Teaser newspaper ads precede the 
formal announcement of the new 
loaf-by the baker. 

Initial mewspaper advertising 
runs from 1,085 lines to full pages, 
Following and supplementing the 
newspaper copy is a continuing 
schedule of radio spots, mostly 
chain breaks. Outdoor postings 
ranging from 40 to 100% will go up 
in the third month of the campaign, 
House-to-house distribution of ad- 
vertising is usually pin-pointed to 
bolster weak stops on _ specific 
routes. 


a After the introductory campaign, 
expenses for which are covered in 
the original franchise agreement, 
expenditures are based on the l¢ 
royalty collected on each loaf. Cal- 
ifornia Fruit Bread places and 
pays for all advertising. Agency 
for the company is J. B. Kiefer 
Inc., Los Angeles. 

Among the bakeries which began 
making the loaf in February are 
Kilpatrick Baking Co., San Fran- 
cisco and Oakland; Southern Cal- 
ifornia Baking Co., San Diego; 
Roskam Baking Co., Grand Rapids, 
Mich.; Orsinger Baking Company, 
La Salle, Ill.; Butter Krust Bak- 
ery, Seattle, and Bowman Baking 
Co., Roanoke, Va. Twenty more are 
expected to begin in March. 

Mr. Dunkle has introduced a 
number of specialty loaves in the 
baking industry on a similar royal- 
ty basis. These included Honey- 
Krushed wheat bread, and Holly- 
wood bread. The company has ap- 
pointed Berne J. Ellis as director of 
service, with offices in Chicago. 
An eastern office will be opened 
in New York within the next few 
months. 


Borden Co: Announces 
Six Managerial Changes 


The grocery products division of 
Borden Co., New York, has an- 
nounced the following managerial 
changes. New product merchandis- 
ing managers include: Fred J. 
Board for Starlac, Borden’s dry 
nonfat milk solids packaged for 
home use; Andrew J. Berry for 
Eagle Brand and other sweetened 
condensed milks, and Leon M. 
Soudant, for instant mix hot choc- 
olate, Hemo and packaged malted 
milk. 

Paul K. Abrahamson has been 
named product advertising man- 
ager for Starlac and will continue 
in the same capacity for mince 
meat and bulk malted milk. Will- 
iam J. Fraser becomes product ad- 
vertising manager for the products 
handled by Mr. Soudant, and 
Richard K. Van Nostrand has been 
named to the same position for 
instant coffee. 


Sharnay Hosiery Plans Drive 


Sharnay Hosiery Co., Philadel- 
phia, will launch a national mag- 
azine campaign for its new Twin- 
ette heel construction, starting with 
the March Mademoiselle. This will 
be followed with ads in Charm and 
Vogue in April. Nat Kolker Ad- 
vertising, Philadelphia, is the 
agency. 


PrLIGH 


PRINTED ADHESIVE CELLOPHANE 
TAPE — HUBER BLDG. — YORK, PA. 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK 


= 
~ 
° 
g 
~ 


HOSTESS AWARD—Herman Hutzler, pres- 
ident of Hutzler Advertising Agency, Day- 
ton, had the honor of presenting a gift 
of Wedgewood to Eliza K. Uliman, widow 
of Roland G. E. Ullman, late president of 
the Roland G. E. Ullman Organization, 
host agency of the eastern regional con- 
ference of the National Advertising Agen- 
cy Network held in Philadelphia. 


ROAMING PUBLICITY—Robert J. Ritchie, enterprising Seventh-day Adventist evange- 

list in India, took advantage of the national custom of letting animals roam the 

streets by making an animated ad of this one, which induced about 1,000 Hindus and 
Moslems to hear the gospel story at Jalgaon, 250 miles north of Bombay. 


Drive a FORD and 
FEEL the difference 


LARGEST FOR COAST—“Miss Miller High Life,” assisted by Roy Bernier, Miller 

Brewing Co. ad manager, throws the switch to light the largest illuminated sign on 

the West Coast, atop the Taft Bldg. at Hollywood and Vine in Hollywood. Frederick 

C. Miller, president of the Milwaukee brewing company, gave the signal on a 
broadcast of “‘Lawrence Welk High Life Review’ on ABC, 


i 
g 


STAR IN AD SHOW—Electric Auto-Lite Co.'s “look-alike” ads are represented by 

the twins (center), and the other beauties represent ad media in this lineup for a 

“dollars and doughnuts” quiz show staged by the Chicago office of Ruthrauff & 

Ryan to present Auto-Lite’s 1950 ad program to dealers and distributors. The jack- 

pot was paid out for the answer to the final question and doughnuts were distribu- 
ted among the audience. 


EDITORIAL WINNER—George D. Wever (right), promotion director of Life, congratu- 


TOPS IN OUTDOOR—These are the three grand award winners 


} in the 18th Exhibition of Outdoor Advertising Art, sponsored by 


the Art Directors Club of Chicago. The Ford Motor Co. poster 
(top) won the first grand award—gold medal. J. Walter Thomp- 
ton is the agency; Walter Wilkinson, the artist; Wallace W. El- 
fon, the art director. Atlas Supply Co. won the second grand 
Gward—silver medal—for the Atlas battery poster (center). Mc- 


Cann-Erickson is the agency; Nicholas Hufford, the artist; Her- 
bert Noxon, the art director. Third grand award—bronze medal— 
went to the Coca-Cola poster. D’Arcy Advertising Co. is the agen- 
cy; Lyman Simpson, the artist; Wilbur Smart, the art director. 
The 100 best posters of ‘49 will be on display at Marshall Field’s 
soon after an awards dinner March 23 at the Sheraton Hotel. 
Nearly 800 posters were judged. 


lates Ann Willard (third from right), Dallas high school girl, on winning the Adver- 

tising Week editorial contest conducted by the Dallas Advertising League. Mrs. Jerry 

Porter of the Dallas Times-Herald advertising staff, contest committee chairman, holds 

the plaque award. Adding their congratulations are (from left) John Gray, ad man- 

ager of the southwest division, Wall Street Journal; Donald MacDonald, manager of 

the St. Louis office of Life; and Ernest S. Lovan, Tracy-Locke Co., chairman of the 
Advertising Week committee. (Story on Page 48.) 
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WGN-TV Issues New Rate Card 


WGN-TV, Chicago, has issued a 
new rate card, effective March 1. 
Included is an increase of $100 for 
one-hour live or filmed shows in 
Class ‘A time, making a new rate 
of $750 for live and $600 for film. 
Saturday and Sunday time, which 
was previously included in Class 
A, is now either Class A, B or C, 
depending on the time periods. An- 
nouncement rates have been in- 
creased from $80 to $105 for live 
and $70 to $95 for film. 


To Newspaper Ad Service 
Millard Smith, formerly with 
Metro Advertising Services, has 
joined Stamps-C onhaim-White- 
head Co., New York, publisher of 
Stamps-Conhaim General Newspa- 
per Advertising Service, as a sales 
ve in the eastern terri- 
ry. 


Erwin, Wasey Appoints Cole 

M. John Cole, formerly with 
WBRY, Waterbury, Conn., and 
KWDM, Des Moines, has been 
named radio director of Erwin, 
Wasey & Co., Minneapolis. 


KLX' 


CALIFORNIA Al 
LOWEST COST 
PER 1,000 


Represented nation- 
ally by Burn-Smith 
0., Inc. 


Clothiers Seek 
Bigger Share of. 
Consumer Dollar 


Cuicaco—Members of the Na- 
tional Association of Retail Cloth- 
iers and Furnishers heard a report 
on a proposed industry-wide pro- 
gram for boosting the sales of 
men’s and boy’s apparel, at the 
group’s annual meeting here last 
week. 

The promotion program, which 
probably will not be undertaken 
before early 1951, will be designed 
te accomplish four general objec- 
tives: 

1. The industry will seek to over- 
come consumer price resistance 
and deferment of purchases in an- 
ticipation of future price declines. 

2. The campaign will attempt to 
reduce the reluctance on the part 
of males to enter a store for the 
purpose of buying apparel. A study 
last year showed that many men 
shy away from clothing stores be- 
cause they don’t like the treatment 
they get from sales clerks. 

3. An important goal of the pro- 
motion will be to increase the rate 
of obsolescence of men’s apparel, 


and thus stimulate buying. 
4. In addition, the industry will 
seek to increase the size of the 


average male’s wardrobe by selling 4 


more functional clothes, such as 
lightweight summer apparel and 
sports clothing. 


s The report was made by W. O. 


Swanson of the Nebraska Clothing Sp 


Co., Omaha, and based on a study 
made by Stewart, Dougall & As- 
sociates, management consultant. 
Funds for the $25,000 survey were 
provided by the National Associa- 
tion of Wool Manufacturers, the 
Clothing Manufacturers’ Associa- 
tion of the U. S. A. and the Na- 
tional Association of Retail Cloth- 
iers and Furnishers. 

The Stewart, Dougall report also 
suggested the establishment of a 
joint retailer-manufacturer “na- 
tional men’s & boys’ apparel com- 
mittee” on a permanent basis, to 
handle the promotion program and 
to act as the official industry 
spokesman on all matters related 
to sales promotion, advertising, 
styling, etc. 

While no detailed program was 
adopted at the convention last 
week, it was apparent that asso- 
ciation members are concerned pri- 
marily with the low percentage of 
disposable income presently spent 
on men’s clothing. As pointed out 
by Albert Myers of Myers Broth- 
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JANUARY SALES OF CHAIN STORES 


———January ——. % : 
1950 1949 or ; 
Food Chains 
RS ee ee ae eee $ 59,355,074 $ 62,528,880 —5] 
National Tea 21,141,796 20,754, +19 
SR nae bnbhcehn taeda a tenet 78,540,234 86,851,537 —~% 
GEE 56 otc 0 « oMatee t.4s oie Winans +< «5 oll ” $159,037,104 $170,135,374 —~6§ 
Mail Order 
Came, BERRBW 600. sc cccccciccccccsesescccsceces $141,159,595 $139,213,105 +L 
el Ne EES ee A rr 6,027, 6,589,178 —8§ 
Montgomery Ward ..... 2.0... 6 6c cece eee eee e eee 61,457,737 66,688,902 —Tg 
I cd ott ndkcnnwunsyctabedha y<besade $208,645,181 $212,491,185 —ij 
Drug Chains 
EE ey $ 12,689,288 $ 12,801,474 —~O9 
GF a eed a wink es ckcernesecspescccsay $ 12,689,288 $ 12,801,474 = 
Variety and Miscellaneous 
SE hth ene dh bo 0eccehcusetbrseshenee 434,410 555,437 
Eo had coon ehecssdnneeteseavetes 2,203, 2,368,053 —), 
EAs See hn cod oe es sb bhete meneaiere $ 5,229,631 $ 6,039, —li 
Butler Bros. Consolidated ...........0;seceeeeeeees 8,444, 9,490,176 —lip 
"Diana Stores . 983,819 —4g 
GRR TR cscnsidesieces ‘c 4,465,201 —1a7 
Gamble-Skogmo 7 7,529,967 —lL7 
*Grant, W. T. : 12,139,388 —S4 
IS Fis Snubs fence tc cinevecterses ond 4,325,274 5,202,360 —lGe 
PR in a: 5:didtinn ove Gweaccdentimadabeeets 3,1 5,816,164 —~6) 
SME, 5 in 56 tc-0 vids Fo 00.05 60RD 3,235,847 3,631,196 —109 
EE add a ol Ju ww w'edidé 60¢6abecse de caused ‘ 16,724,278 —i3§ 
ot Eee ees . 10,800,401 —6.8 
Lane Bryant Inc. 3,234, 3,715,754 —lg 
GEE ~ camedecs coes ee 771, 5,946,544 —ig 
RS bk ont eee bene nd eenate ON s 3,079,345 3,264,610 —5) 
oe cau, cd etal avukdaeedin ded so 7,010,500 7,411,700 —S4 
I (ds Se t.on-d ohdev duende kekibdcacedne 1,602,784 1,830,041 —l4 
EL ER oF ghah soak o cddadsed deluveteddekatt 8,202,134 8,490,803 —M 
Neisner Bros i 3,160,614 —97 
Newberry, J. 7,664,392 —l4 
Penney, J. C. 49,125,969 —li 
Sterchi Bros 636,910 +168 
Western Auto 7,115,000 +86 
h, 986,178 —O7 
SET pbncente cn sake odes 64 60640R4x%0R048 $213,792,735 $222,694,303 —40 
NE TE: iitacind chek ceedahaccdsins gunnban l $618,122,336 —39 


594,164,308 

“Twelve months: 1949—-$2,276,399,559; 1948—$2,400,353,880; —5.2. 
Twelve months: 1949—$1,168,877,250; TH 308,321,364; 
*Six months: 1949-—-$15,899,540; 1948—$18,044,294; —11.9. 
4Eleven months: 1949—$12,132,513; 1948—$13,924, 703; —12.9. 
*Twelve months: 1949-——$233,167, 689; 1948—$233,904, 424; —0.3. 
!Twelve months: ee rr 033; 1948—$9,593,688; —10.1. 
*Six months: 1949-—$8,82 aoe. 523,337; —7.3. 

*Twelve months: Teas s6r, os 184 834; 


/Twelve months: 1949—$98,727, 174; 1948—$101,592,767; —2.8. 
*Twelve months: 1949—$112,756,700; 1948—$119,091,500; —5.3. 


—10.7. 


COVERS OAKLAND 
Driving for more sales ?- 


Have you taken a look at Florida 
lately — sales-wise, that is? 

v You'll discover that its amazing 
population growth continues, and 
along with it, material increases in 
wages and salaries, manufacturing 

“ payrolls, agricultural income, and other important 
economic indices. You'll discover that today Flor- 
ida is no longer just a “seasonal buy”, but a rich, 
right-around-the-calendar market with a con- 
stantly growing sales poteniial. 

You'll find, too, that you can score more sales 


in Florida with fewer strokes (advertising dollars) 
when you shoot to Florida’s three big “greens” — 
Miami, Jacksonville and Tampa. For 78 percent 
of Florida’s effective buying income is concentrat- 
ed in these three Florida markets and their rich 
trade areas. 


To test it* and to sell it in Florida — and at 
lowest cost — use Florida’s three big morning 
dailies — the Florida Times-Union in Jacksonville, 
Miami Herald and Tampa Tribune. They give 
you from 20 percent to 100 percent family cov- 
erage in 53 of Florida’s 67 counties. 


* Florida’s permanent population is made up of families from all of the other 47 
states. You can feel the sales pulse of America in Florida and at low cost. 


mm FLORIDA TIMES-UNION 
Jacksonville - National Representatives» Reynolds-Fitzgerald, Inc., 


TAMPA MORNING TRIBUNE 


National Representatives - Sawyer-Ferguson-Walker Co. 
MIAMI HERALD 


National Representatives -Story, Brooks & Finley, Inc., A. S. Grant, Atlanta 


ers, Springfield, Ill., the yearly per 
capita clothing expenditure for 
women is $208.80. For men, it is 
$145.60. 


ws Association members are be- 
coming convinced that the only 
way to boost the figure is to sup- 
port a broad industry program de- 
signed to sell apparel against all 
other consumer goods. Price com- 
petition between retailers in the 
same community slowly is being 
replaced by cooperative commun- 
ity promotions—a definite shift 
from the old cut-throat selling 
days. 

While the joint industry drive 
is being prepared, the retailers’ 
group will push its own “new com- 
fort through design” campaign this 
summer. The association has pack- 
aged kits containing a sales and 
merchandising plan for summer 
clothing. Retail members will use 
the slogan in their own advertising 
this spring and summer. 

Charles S. Telchin of Telchin & 
Campanella, New York architec- 
tural consultant, told the retailers 
that 90% of men’s wear stores are 
obsolete in some degree and more 
than 50% are very inefficient and 
out of date. 

He advised the group to examine 
their stores for a monotonous ap- 
pearance, unattractive or unlighted 
outdoor signs, display windows not 
placed toward the traffic flow, 
vestibule steps instead of ramps, 
overly large show cases and other 
elements of obsolescence. 


a Modernization, he continued, 
has increased sales of individual 
retailers by as much as 25% and 
30%. 

Jeff Twentyman, advertising di- 
rector of the Metropolitan Co., 
Dayton, O., advised the retailers 
to use their advertising “to make 
the reader or listener afraid to go 
to any other store without first 
coming to your store for the arti- 
cles you’re advertising.” 

In order to achieve most effec- 
tive results from local ads, he ad- 
vised the group to “write directly 
(and exclusively so) to one person. 
First, see him admiring, trying on 
or using the article you are ad- 
vertising. Finally, see that same 
man putting out his money, gladly, 
and buying the article. 

“In between, your imagination 
will find the necessary selling talk 
to turn the trick.” 


He also emphasized the impor- 
tance of telling the store’s em- 
ployes about its advertising and 
selling them on the copy and ob- 
jectives. 


ae Mr. Myers advised members 
to establish local retail councils 
to promote color and new fashions 
in men’s wear. He cited several 
examples of publicity stunts which 
have paid off handsomely in sales. 

In Minneapolis, for example, a 
“dress well—do well” campaign 
was started by taking a skid row 
habitue, cleaning him up and out- 
fitting him with new clothes. The 
derelict was given $10 and told to 
find a job. He did, and the story 
received a heavy play in the local 
press. 


Newsprint Consumption 
Rises as Stocks Climb 


American Newspaper Publishers 
Association has reported the con- 
sumption of newsprint by daily 
newspapers to be 345,093 tons for 
January, 1950, compared with 332,- 
671 tons for January, 1949, and 
292,534 tons for January, 1948. The 
total estimated newsprint con- 
sumption in this country last 
month was 448,172 tons for all 
kinds of uses. 

Stocks on hand and in transit at 
the end of the month constituted 
40 days’ average supply for all 
daily newspapers reporting. The 
supply showed a three-day gaifi 
over stocks on hand at the end of 
December, 1949. 


Cramp Named Ad Manager 
of Industrial Tape Corp. 

Walter M. Cramp has been ap4 
pointed advertising and sales pro# 
motion manager of the Industrial 
Tape Corp., New Brunswick, N. J4 
and Lincoln Brudno has beem 
named assistant advertising man- 
ager. 

Mr. Cramp formerly was an adé 
vertising and sales promotion man- 
ager in the appliance division of 
General Electric Co., and has been 
associated with Brooke, Smith, 
French & Dorrance, Ruthrauff & 
Ryan, and Batten, Barton, Durstine 
& Osborn. Mr. Brudno was formef- 
ly with Vita-Var Corp., and the 
Mack Truck Co. 


Trade Fair Names Col. Gage 
Col. John N. Gage, commanding 
officer of the U. S. Army Quarter- 
master Depot in Chicago, has beet 
appointed managing director of the 
First United States International 


Trade Fair, to be held in Chicagom 
Aug. 7-19, 1950. 
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NEW Subscription Order Form... 


Please enter immediately my subscription to 


Advertising Age for 
(C One Year at $3.00 [] Two Years at $5.00 [| Three Years at $6.00 
( Payment enclosed [7 Bill me later []j Bill my firm 
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“This is the age 
of advertising and 


Advertising 
Age 


e s v7 
is its mirror 


Says €. J. COWARD 
Director of Advertising and Sales Promotion 


KELVINATOR DIVISION 


Nash-Kelvinator Corporation 


I find that ADVERTISING AGE not only provides a unique 
reportorial service covering the who, what, when, where, 

why and how of the advertising field, but performs the 

service in a superbly competent and readable manner. 

“I rely on ADVERTISING AGE to keep me in close touch 
with the current events of the advertising business with a 
minimum expenditure of time on my part. Because of its 
pleasant format and crisp style, I can read swiftly through 
the pages of ADVERTISING AGE and still be thorough in 
my news absorption. Not only the news columns but also 
such features as the Creative Man’s Corner, Voice of the 
Advertiser and others frequently provide me with a new 
slant for handling some of my own problems. And, of 
course, there’s always a smile in Rough Proofs. 

“It is interesting to consider how history will regard this 
period in which we live. In view of the rise of advertising 
and its tremendous impact on the world today, this period 
might well be called the age of advertising and ADVERTIS- 
ING AGE its mirror.” . 


important. 


C. J. COWARD 


Charles J. Coward, director of advertising and sales promotion 
for the Kelvinator Division, Nash-Kelvinator Corporation, has been 
a member of the corporation staff since 1940. . 

Born in South Byron, N. Y., in 1908, he began his business 
career with the Rochester (N.Y.) Journal-American in 1928, one 
year before he was graduated from the University of Rochester 
with a Bachelor of Science Degree. 


Mr. Coward joined the Bausch & Lomb Optical company in 
Rochester after graduation, and in 1930 became a staff member 
of the Lyddon, Hanford, Kimball Company advertising agency in 
Buffalo. From 1932 to 1935 he was with the Moss-Chase Company, 
Buffalo, and from 1935 to 1940 the Ralph H. Jones company in 
Cincinnati, Ohio, and New York City, both advertising agencies. 

He joined Kelvinator as director of advertising and sales promo- 
tion in August, 1940. 
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e@ THERE is a growing belief in 
business management circles that 
a device of communication with 
employes, such as an employe mag- 
azine or “house organ,” should do 
much more than merely entertain. 

The word is getting around that 
these journals can and should deal 
with a few of the economic facts 
of life, not only because employes 
ought to know them, but because 
many employes want to know 
them. 

After some years of publishing 
an employe magazine of rather or- 
dinary pattern, officials of Socony- 
Vacuum Oil Co. took a long, 
searching look at the job and de- 
cided to overhaul it. They reached 


-Employe Communications 


How to Win Friends Among Your Workers 
By Rospert NEwcoms and Marc SAMMONS 


an accord on certain important 
points: First, that Socony employes 
in great number would rather have 
information about the company 
than the chit-chat that appears in 
many employe publications; sec- 
ond, that employes are entitled to 
know what management thinks of 
subjects that relate to the business 
they’re in; third, that employes 
would respond favorably to a pub- 
lication with broader editorial hor- 
izons. ; 


w Since the publication, now 
known as “The Flying Red 
Horse,” was revitalized, several 
business articles have been pub- 
lished. One article explained, in 
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National Representatives 


PICK BETTER COPY—Judges for the Public Utilities Advertising Association’s 27th an- 

nual Better Copy contest study the entries in the offices of Henry J. Kaufman & As- 

sociates. Left to right are Herbert F. Mclaury, advertising manager, Association of 

American Railroads; William Hills, director, Electric Institute; Edward B. Scholtes, ad- 

vertising manager, Potomac Electric Power Co., chairman; and Henry J. Kaufman, 
head of the Washington agency. 


non-technical terms, what inade- 
quate depreciation funds do to pro- 
fits, and the effect of inventory 
write-ups on profits and surplus. 
Another discussed the conflict be- 
tween the old ideals of freedom 
and the present day emphasis on 
security. Last month a third ap- 
peared, on soaring taxes and what 
can be done about them. In the 
hopper is an article on “How to 
read an annual report.” 

One article called “Stocks, Bonds, 
Wall Street ...and You” answered 
some questions regarding the 
source of venture capital. It was 
aimed at the Socony employe, but 
since it was considered of public 
interest, the company’s publicity 
department directed copies to 
magazines and newspapers. It was 
picked up and widely quoted, and 
requests for reprints of the original 
article, largely from financial and 
business houses throughout the 


‘|country, now total more than 17,- 


000. (Elmer M. Applegit, head of 
Socony’s publications department, 
26 Broadway, New York 4, has a 
few copies left in case you want 
to see one.) 


ws The company’s publicity depart- 
ment made up a printed folder of 
press comment for distribution 
within the eompany, to managers, 
superintendents and foremen. This 
isn’t in itself unusual, but it is at 
least unusual for a company to give 


support of this kind to its employe 


Need fast service on high quality printing 


plates to get you in the clear? Just call 
Washington . . . fast day and nite service. ; 


118 SOUTH CLINTON ST. 
CHICAGO 6, 
TELEPHONE FR 2-6343-—-44~—45 


COMPANY 


ILLINOIS 


publication. 

No formal appraisal has yet 
been made of employe reaction to 
the modernized magazine, with its 
altered editorial slant. But em- 
ploye opinions this far informally 
gathered indicate pretty clearly 
that the rank-and-file employe 
genuinely wants to know what’s on 
the boss’s mind, and is perfectly 
willing to listen, 


Newmark Suggests 
Plan to Increase 
Safety in Driving 


CuicaGo—A plan to sell driving 
safety through advertising, just as 
dealers sell cars, was put forth last 
week by J. H. Newmark of Miami 
Beach, Fla., a veteran auto in- 
dustry public relations man. 

In a letter to AA, Mr. Newmark 
deplores the nation’s accident toll 
and insists that present public ser- 
vice ad campaigns are not doing 
the job. 

He has written a newspaper 
column, which he offers for spon- 
sorship, to teach thoughtful and 
safe driving. 

“Sane driving must be sold in 
the same manner in which mer- 
chandise is sold,” Mr. Newmark 
said. He formerly served in sales 
and advertising executive positions 
with General Motors Corp. 


ANPA Unit Asks Rise in Dues 


American Newspaper Publishers 
Association’s dues committee has 
strongly recommended a revision 
of the membership dues structure 
whereby the minimum charge will 
be increased from $120 to $150 a 
year, and the maximum from $6,- 
000 to $7,500 a year. This new plan 
provides for the absorption of the 
25% research assessment into the 
general dyes schedule. The pro- 
posal will be voted on in the an- 
nual meeting in April and, if ac- 
cepted, will go into effect July 1. 


Appoints Fredericks Agency 


Building Products division, Great 
Lakes Carbon Corp., New York, 
has appointed Richard E. Fred- 
ericks Advertising, New York, to 
handle advertising of Great Lakes 
Fire-Safe insulation and Permalite 
in business publications and news- 
papers. 


Launches Outdoor Drive 


John H. Dulany & Son has 
launched an outdoor campaign to 
promote its line of quick frozen 


‘| foods, using 24-sheet posters in full 


color in 73 markets. Prepared by 
Foote, Cone & Belding, the drive 
is the company’s first major out- 
door effort. 


Joins Deuss-Gordon Agency 


J. D. De Vaun, formerly account 
executive of William Hoffman & 
Associates and Triangle Adver- 
tising Agency, both in Chicago, has 
joined Deuss-Gordon Advertising 


Agency, Chicago, in the same ca-! 


pacity. 
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KCBC Audience up 
97% in‘49 After 
Programming Shitt 


Des Mornes—Until a year ago 
Station KCBC was on the skids 

Hooper ratings for January ang 
February, 1949, showed a 16% de. 
cline in listening from the same 
period of 1948. It appeared that 
the station might become “a totaj 
loss.” 

Two elements saved the station, 
and resulted in an average audi. 
ence increase of 97% in 1949. The 
two items were the patience of apn 
investor and a complete revision 
of programming. 

On Feb. 13, 1949, the station 
dropped its network affiliation ang 
adopted the slogan, “Des Moines’ 
music and news station.” 

KCBC decided to air a maximum 
of music and a minimum of voice. 
It kept commercials short and in- 
teresting. News was broadcast on 
the hour and service spots were 
used at intervals throughout the 
day. 


a The Hooper rating started up in 
February. In February and March 
it was 50% above the previous 
year’s ratings. March and April 
listening was up 124%. April-May 
listening was up 138%, and the 
average audience for the year was 
up 97% from the previous year, 
according to Hooper figures. 

In addition to the at-home lis- 
tenership, the out-of-home audi- 
ence also increased. A local Ford 
dealer spent a month checking 
auto radios in the area, and dis- 
covered that 85% of them were 
tuned to KCBC. A second motor 
company also checked auto listen- 
ing and found 75% of the car 
radio dials were set on the station. 

As a result, KCBC has under- 
taken an extensive promotion de- 
signed to increase the away-from- 
home audience. With the new for- 
mat, and with costs pared to the 
bone and the investment saved, 
station officials feel that they have 
carved a niche in the Des Moines 
market which is relatively “safe” 
from television. 


Libbey Glass Announces 
Six Personnel Changes 


J. T. Guitteau, Toledo branch 
manager, has been named assist- 
ant manager of the retail division 
of Libbey Glass division of Owens- 
Illinois Glass Co. T. H. Harbaugh, 
St. Paul branch manager, has been 
made manager of merchandising 
in Toledo. Frank Dennis, who has 
been with the Chicago branch as 
a premium sales specialist, has 
been named to succeed Mr. Har- 
baugh as St. Paul branch manager. 

J. K. Miller, Philadelphia branch 
manager, has been transferred to 
the Libbey sales staff in New York 
as assistant manager. J. V. Ship- 
man, in the New York branch sales 
office, has been appointed Phil- 
adelphia branch manager, succeed- 
ing Mr. Miller. R. C. Malone, in 
the general sales department in 
Toledo, has been assigned to the 
Buffaio branch sales office. 


Metropolitan Productions, with 
offices at 333 N. Michigan Ave, 
Chicago, is a new television pro- 
duction company. The new com- 
pany now has 24 TV shows ready 
for sponsor auditions and _ has 
created a promotion department to 
support sales in publicity, mer- 
chandising and promotion. Omar 
A. Melamed, formerly with Jones 
Frankel Co., Chicago agency, and 
Frank Zioncheck, formerly with 
O’Neil, Larson & McMahon, Chi- 
cago, helped to organize the com- 
pany. 


Becomes Eldridge Inc. 


Eldridge-Northrop Inc., Trenton, 
. J., has changed its name to 
Eldridge Inc. Mr. Northrop died 


several years ago. Richard B. Eld- 
ridge is president of the agency. 
David R. Eldridge, -his son, re- 
cently joined the agency as account 
executive. 


Form TV Production Company ) 


Advert 
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The Eye and Ear Department 


With The People’s Platform—on CBS-TV, Friday nights at 10— 
Household Finance Corporation brings another pro-and-con pro- 
gram to the roster of the week’s TV events. Charles Colling- 
worth, CBS Washington correspondent, is the moderator—with 
two distinguished guests. Guests on these programs are always 
distinguished. In old fashioned debates they were always worthy 
opponents. Now they’re distinguished guests. 

The program starts with a sort of newsreel explanation of the 
problem to be debated— 
such as, “What should we do 
about Formosa?” Then HFC 
gets a plug—a commercial 
spoken by a distinguished 
announcer seen against a 
panelled background. Then 
into a pro-and-con discus- 
sion of the problem and its 


guests. 

The cameras are kept 
quite close to the little 
group of three huddled 
around a tiny table. They 
seem quite undecided just 
whom to focus on and oc- 
casionally compromise by 
showing one and two-half 
people—Collingworth and 
part of each guest. A few 
more interesting angles 
might help. Certainly the program is adult enough, and HFC is 
to be congratulated on this. Whether or not it attracts people in 
need of money is another matter. But by no stretch of the imag- 
ination does the program introduce anything startlingly new. 

Nor do the commercials. It seems to this reviewer that, if the 
program is to discuss issues of such gravity, the commercials could 
well go into the philosophy and economics of borrowing money— 
why it isn’t necessarily shameful (all the governments are do- 
ing it), and how it can even help establish one’s credit. After 
all, the person who always pays with cash finds himself in one 
frightful mess when he does, at some time, have to get some- 
thing on the cuff. More Joes ought to know about this. Who, better 


Charles Collingwood (center) acts as chair- 

man when guests on CBS-TV’s “People’s 

Platform” get into lively debates on current 

topics. Here, the guests are John D. Morse, 

art director and author, and Margaret 

French Cresson, sculptor. The topic: modern 
art. 


possible solution by the two . 


than Household, to tell them? 


to sponsor this unusual and very 


—-: 2 
Long a champion of “Garroway At Large,” this department con- 
gratulates Congoleum-Nairn on showing the excellent good sense 


professionally done show. 


PHILADELPHIA—Daily newspapers 
in the U. S. continued their post- 
war circulation climb in 1949 and 
are now reaching more people than 
ever before. Combined circulation 
has reached 52,271,000. 

Circulation and other figures are 
revealed in the 82nd edition of 
N. W. Ayer & Son’s “Directory of 
Newspapers and Periodicals.” 

The new Ayer directory’s 1,500 
pages show that 20,666 newspapers 
and periodicals are now being pub- 
lished in the U. S. and Canada. 
Ayer says 307 new publications 
were started last year and 402 
suspended. 

More than 100 new weekly pa- 
pers were started in 1949, bring- 
ing the total to 9,774 weeklies. 


Ayer Directory Lists 20,666 Publications; 
Daily Newspaper Circulation Up 6% in 1949 


The nation’s 392 morning news- 
papers now have a combined daily 
circulation of 20,151,000 for a total 
postwar increase of more than 6%. 
The 1,498 evening papers have a 
daily circulation of 30,911,000, an 
increase a shade less than 6%. Cir- 
culation of the four all-day dailies 
showed a slight loss last year, with 
a combined figure of 1,209,000. 

Sunday newspapers, which had 
a tremendous circulation increase 
after the war, slipped slightly in 
1949. They are now selling 44,- 
730,000 copies each week. This still 
is 12% higher than their circula- 
tion four years ago. Also, the num- 
ber of Sunday newspapers in- 
creased to 577 from the 1948 total 
bof 553. 


Sears Advances Grounds 


Preston W. Grounds, retail sales 
manager of the furniture depart- 
ment, has been named assistant to 
the retail merchandise manager of 
Sears, Roebuck & Co., Chicago. He 
will be assigned to the home fur- 
nishings departments. Mr. Grounds 
succeeds R. L. Hobart, who has 
been made general merchandise 
manager of Sears’ Pacific Coast 
territory. 


Putnam Named By ‘Newsweek’ 


Borden R. Putnam, business 
manager of Newsweek, has as- 
sumed the additional duties of 
manager of development and pub- 
lic relations. The new assignment 
will include supervision of the 
magazine’s radio and television op- 
erations. 


Names Bermingham Agency 
Belgian Tourist Bureau, New 


York, has appointed Bermingham, 
Castleman & Pierce, New York, to 
handle advertising in this country. 
Newspapers, magazines and busi- 
hess papers will be used. The bu- 
Teau has never retained an agency 
in this country before. 


Collins Named By ‘Holiday’ 


John L. Collins, assistant pro- 
motion manager of Holiday, has 
been named merchandising mana- 
ger. He succeeds I. Orrin Spell- 
man, recently made advertising 
and promotion manager of Holiday. 
James R. Powell, formerly as- 
sistant to the merchandising man- 
ager, is now assistant to the pro- 
motion manager. 


Ofters New Ad Medium 


Van Houten Inc., Detroit, is pro- 
ducing and distributing a new ad- 
vertising medium-Adver-Discs, 
composition discs carrying a sales 
message that can be affixed to 
front wheels of passenger cars and 
commercial vehicles. Adver-Discs 
remain stationary while the wheels 
revolve. 


Named By Rudd-Melikian 


Charles F. Kafka has been ap- 
pointed sales promotion manager 
for Rudd-Melikian, Philadelphia, 
in charge of advertising and public 
relations for the company’s coffee 
vending machine and commercial 
frozen liquid coffee dispenser di- 
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One revealing sign of the times is the dollar sign. 
A publication’s advertising dollar volume gives you an 
undistorted picture of the advertising worth 
of that publication ... as painted by 

the boys who spend the dollars! 


Last year, RETAILING DAILy earned a larger share of 

the advertising dollars spent in home furnishings 
business papers than it did the year before . . . earned 
more, in fact, than the 9 other publications combined! 


January of this year saw more records broken. 
RETAILING’s dollar volume last month was the biggest 
in its history ... topped Jan. 1948 by a whopping 26%. 

What's more, RETAILING’s February dollar volume is 
shaping up the same way! 


Yes, RETAILING DAILY is going places. Come on along! 


RETAILING DAILY 
A Fairchild Publication, 7 E. 12th St., N. Y. 3 
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AMERICA’S NO. 1 HOME FURNISHINGS BUSINESS PAPER, covering: 


CHINA & GLASS 
RADIOS. PHONOGRAPHS, RECORDS + 


GIFTS & DECORATIVE ACCESSORIES 
TELEVISION 


FURNITURE & BEDDING + CURTAINS & DRAPERIES + FLOOR COVERINGS + 
UPHOLSTERY FABRICS + LAMPS & LIGHTING + HOUSEWARES + MAJOR APPLIANCES + 


— . , om 
| — wey aa 4 Lye Pepe — 
| YR ADA 3 Bn : gh a A bh 

<2 AALS UN om 
s, i acne , . 
| : itl Yad i 3] at a 
How does ee SA Ap PS 1g; , aS ie 
ARAVA Ul 
at YU a Pay j Fd ep, * ays we 
rs (eras I 
s ee 
“a total “ es - an FA i 
station, cs ‘ee ZA, ey) ‘a 
es S VA A ) my Be ‘ 
ne of an as Sy “ 15 \p s ” 
revision ' or T) ~o l 
- - 57 7 ; 
station 79 KYO Un AN, Ae dS aul 
Moines e 2 a a 5 FG Bel) ¥: ég 
2ximum | aS as | 4 ’ 4% a sis 
= es 
and in- .) Wes YP SS > 2 A te /4 y 
“a CEN: PU KS ; 
out the a Pos Se a ah 
yo ~ ie = TB LN 
J Ss El 
sd A eat thao Tis EF 
revious ee * ? e Oey B*/\ a ao Pe. 
a AY os uay, ces 
n oa ys Cs >. PALS - Wr > Oa : : 
‘ar was Nj SN gel: Y oes CRW 60 
+ yen —_ SSIS oe GP Rene i 
me iis- oth ». @ Ss TRS SY en y SO) A ie Be) b\ 
audi. YLo NINWKe hy 2 SS), gest ay. Nii. oN 
‘- VIB Niskwere ES SES 
1ecking ; J AA, A 1 Yh AMOS SS J mn 
wa TRY Big: nN a 
ee ; of Pe 
eC CC : OR x A AL a a 
OS (G7) \r om 
my! ed AX V On 
TD, )\ RY. Ne &§ 
% <7 yy ) 
(oy Ni 4 
- fj "« Pins Li 
<s j Ni AK \ 
a ES SD 
ivision | i] alps <®. 27 G 
wens- <u Ls 
been YY a i y | 
dising L>* fp 1 \ Sa oat 
10 has ' ald Jo 
= x y sayy} iS Oe 
’ Cj 4 
aa / Fan Vo “ann 
ae AG SE Sal deg a 
York WN y as ‘ 
sale LL LL | R Ve \ 16 A »B vA 
Phil- | w. A 4 oN » Bs» 2 
ceed- Fadl f Lj 4) iy LX +S - vA 
- NY, Seen ort Nev .+ Ss a 
| Ny G94 Ni) eee 5 i 
P D I ° 'e, ae 
Ave, ( Ne v IN CA oe ' qisinS @ot er i} CA Ss 
com- — MZ Lt NK A gu jaily ag Wi a : 
es | 7 PI PAS Ne eee ving Day @ ws) sa oe 
ant to ‘ I PF“. @ j { “\ we sae, oS YALE Ae. ae: 
Jones Met del vv ; NI whom ig 3/7: HY PA De 
AC 7 YN. , y a » ~ A d 

and y 5 / f 4 % oN we, 04 mm ao ¥, ' 

a "3 4S lag FWA Ki wt il, : RS af &* 5 
com | Pe ie” a RS @ Y Se WS ds (hs ay qj ge hg Xt 
AG: aS) OS. PN tp 9 ,, o 

Rg wy, NYS POONA, 
+ a / RR , 4 A\ be Rg, . &t® %\ Ps ’ 
ride Se 
nal x 
 re- 


46 


Peay ne Se eee gt Seen he em ee eg ee 


Extra Bold Orchid to AA 

To the Editor: I think you de- 
serve one large orchid (extra bold) 
for the special feature, “The Death 
of a Salesman,” on Page 48 of your 
Feb. 6 issue. It’s a dandy and 
brightened up a rough Monday 
morning when it was passed 
around the office. 

Would like to inquire if any tear 
sheets are lying around. Or what 
you might charge for a reprint of 
50 copies. 

We have an annual sales con- 
ference coming up in a week or so 
and this feature would be a great 
ice-breaker. 

Enjoy your well-edited publica- 
tion each week. Would like to see 
more articles on copy preparation 
and layout—particularly in con- 
nection with industrial advertis- 
ing. 

J. W. PAULSEN, 

Advertising Manager, Le Feb- 

ure Corp., Cedar Rapids, Ia. 


Crime Ad Snowballs to Fame 


To the Editor: If I needed any- 
thing to complete the great satis- 
faction I have derived from our ad- 
vertisement—“Who Laughs Last?” 
—your letter of Feb. 6 did it. 
{Text of this advertisement was 
quoted in an editorial in AA, Feb. 
13.] 

The response to this advertise- 
ment locally has been practically 


This department is a reader’s forum. Letters are weicome. 


sensational. We have had requests 
for over 20,000 reprints, it has been 
the subject of editorials in all 
local newspapers, and it has been 
read over the air by one of our 
news commentators. It’s popping 
up all over the area in windows 
and also on bulletin boards in 
commercial and industrial organi- 
zations. We have heard that in 
some of the schools the message 
was read to the students. 

In fact, the impact has been so 
great that, through the interest of 
the people at Time magazine in 
the message, we were able to get 
it in the issue of Feb. 13, something 
that was not contemplated when 
the ad first appeared in the local 
newspapers on Feb. 1. 

I subscribe to ADVERTISING AGE 
and will be looking for my copy. I 
would appreciate it if you would 
arrange to have someone send me 
a half a dozen extra copies and bill 
me for them. 

Thanks again for your good 
words about our efforts. 

RALPH C. BLATCHFORD, 
Advertising Manager, Employ- 
ers Group Insurance Cos., 
Boston. 


e ee 
Here You Are, Folks 
To the Editor: Here you are, 
folks! Win $50,000! ! All you need 
is a little time spread out over 
six months, a minimum of skill, 
and $22.10! 


FARMERS 


Yes, you can safely "OK" the idea that FARM WEALTH 


means BUYING ABILITY. And 


. « « in St. Joseph's 18-County 


Trade Area, exclusive of the city, 80°/, of the bank deposits are 
estimated to be FROM THE FARMER. 


And ... in this same area bank deposits have jumped up 


OVER FOUR TIMES since 1940. 


Coverage of this prosperous Farm Area is yours through the 
St. Joseph News-Press and Gazette. 


OVER 100,000 DAILY (M&E) 


OVER 54,000 SUNDAY 


OVER 88% HOME DELIVERED 


(EVENING ANO SUNDAY) 


(MORNING) 


ST. JOSEPH NEWS-PRESS KG 


St. Joseph Gazette 


va 


Maybe the odds are not too long, 
but certainly we see a new high 
recorded in entrance fees and 
over-all cost required to qualify as 
a contestant in the current cir- 
culation contest sponsored by the 
Daily Compass, New York’s new- 
est daily. The lure of loot so great 
undoubtedly will take much of 


“AMERICA'S FAVORIT 


 -23t2-—  e e- 
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the curse off the elaborate rules 
and qualifying conditions of this 
contest. 

Very few contestants may stop 
to figure out what the total en- 
trance contributions will add up to. 
Look: 

You buy 156 puzzles (one-a- 
day) @ 10¢ per issue.............. $15.60 

You make 26 weekly mailings 
(of 6 puzzles) @ 25¢ 6.50 
TOTAL FEES & PAPER PUR- 

CHASES. $22.10 

Let’s forget 26 weekly mailings 
@ 3¢ postage .78 

Now, of course, the contest is not 
national. Restricted to the New 
York metropolitan area, it prob- 
ably includes at least 4,500,000 
families. If only 1%...or 45,000 
...enter the contest and meet the 
requirements, contributing $22.10 
each in the process, the’total “take” 
is about one million bucks. No 
doubt the “take” will do better 
than that. 

The fine print and involved rules 
and conditions should not deter 
those persons wHo have success- 
fully mastered the trick of compil- 
ing their own income tax returns. 

It is interesting to note that no- 
where are contestants permitted to 
submit a “reasonable facsimile” of 
a puzzle. You pay 10¢ per, or no 
dice. Furthermore, under LIMITA- 
TIONS, 10a, paragraph (ii), if 
you’ve won “more than $500 in 
any previous contest, no matter 
where, when or by whom con- 
ducted” you’re a dead duck. 

Anybody got a ticket to a radio 
giveaway show? 


Krua, 


PETER A. 
Hicks & Greist Inc., New York. 
e e« e@ 


Advertising: Art or Science? 


To the Editor: In the Jan. 16 is- 
sue of AA James D. Woolf, in 
his article Salesense in Adver- 
tising, states what has been stated 
many times before, “Advertising 
is an art, not a science.” 

Most advertising men would 
probably agree with that, but just 
as assuredly, most advertising men 
and advertisers will continue to 
act as though advertising were a 
science, and that the creation of a 
successful ad is a matter of fol- 
lowing rules and formulas dug up 
by some “research” organization. 

Hardly a week passes but what 
we hear of the introduction of a 
new “research” organization, 
which, if we accept its statement, 
has no difficulty whatsoever in 
acquiring clients. If advertise- 
ments created out of material fur- 
nished by these organizations were 
as successful in “selling” the pub- 
lic as these organizations are in 
selling their services to advertis- 
ers and agencies, the public could 


probably be induced to eat grass 
and go to bed attired in straight- 
jackets. 

Market research and that dealing 
with basic human needs may have 
some validity, but when research 
enters the cultural field the pur- 
pose becomes cloudy. In spite of 
the fact that there is no science of 
aesthetics, and no authoritative 
evidence whatsoever to indicate 
the possibility of determining the 
effects of various types of art and 
pictures upon humans, to the ex- 
tent that any such evidence could 
be used to predict accurately the 
effects of various types of art not 
only on humans but upon sales, 
we are constantly hearing of the 
“sales effectiveness” of certain 
types of art, and of organizations 
which claim to have discovered 
formulas for accurately determin- 
ing the effectiveness of various 
types of art. 

Just what results from the cre- 
ation of advertising by rules and 
formulas can be seen in the stand- 
ardized advertising prevalent in 
this country today. Alike as peas 
in a pod, it is as devoid of indi- 
viduality as show-window manne- 
quins. Yes, it sells goods, but by 
repetition and magnitude, in the 
process of which there is a wastage 
of millions of dollars on uninspired 
and commonplace advertising that 
impresses but few if any. 

Insofar as advertising art is con- 
cerned, it is ironical that the art- 
ist, the one considered most cap- 
able of doing the actual drawing or 
painting, should be the one con- 
sidered the least capable of creat- 
ing the actual idea and of deter- 
mining the fitness of various styles 
of art for the job in hand. 

Harvey RALPH, 
Cincinnati. 


AA Tone Deaf? Never! 

To the Editor: Youse is all good 
kids at the World’s Greatest Ad- 
vertising Journal, and I love you 
to pieces... 


Bing, Bong, Bing Registered 


National Broadcasting Co.’s “bing, 
bong, bing” chimes station break has 
become the first audible trademark 
registered by the U. S. Patent Office. 


... but don’t you think the NBC 
chimes go “bong, bing, bong”... or 
“bong, bing, bing”... or even pos- 
sibly “bong, bing, boong?” 

Hey, isn’t it about time you fel- 
las came down and got sand in 
your shoes? 

Kay SMEYaA, 
Miami Beach, Fla. 


‘GE Lampmaker’ Editor's 
Morale Gets a Boost 


To the Editor: I was very much 
pleased to see the treatment you 
gave our advertising pitch on Page 
48 of the Jan. 23 issue of ApvErR- 
TISING AGE, You have no idea what 
it did for my morale, along with 
increasing the prestige of our mag- 
azine. 

CLypDE D. CARDER, 

Editor, “The GE Lampmaker,” 

Nela Park, Cleveland. 


Bad Advertising Is So 
Terribly Ettective—Quote 


To the Editor: At age 72 much 
can be excused an old-time ad- 
vertising woman who has to say 
something and only has an old 
crippled typewriter around. You—I 
know—will make due allowance. 

Advertising’s best friends know 
that there are and always will be 
attempts to use its power in ways 
that are unethical. 

Swedish spokesmen have already 
tried to discount the protests of 
women’s clubs in America con- 
demning the glorification of the 
circumstances under which the 
poor Bergman baby was born. 

News we can’t help: It happened 
—hence the headlines. But what 
can the Advertising Fraternity 
think of promotion practices when 
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RKO in Hollywood announces its 
joy at the OPPORTUNE PUBLI. 
CITY for their opening February 
15—in 18 cities—for first show. 
ings of the Italian production 
which furnished the occasion for 
this mess. The baby—so it seems— 
is to provide 95% of the expected 
$15,000,000 gross...And that— 
says Hollywood impressively— 
“will take the Howard Hughes 
studio out of the red!” 

Is Hollywood so respected it cap 
get away with things like that as 


—— 


Tom Fleming 


Advertising 
Manager 

Portsmouth 
(Ohio) Times 


“Millions to be 
spent in building 
projects in 

PORTSMOUTH, Ohio!” 


Detroit Steel Corp. will invest 
$10 million in new equipment 
at the New Boston plant. They 
estimate an additional 1,500 
men on their payroll. Add to 
this big chunk of money the 
other millions for private 
housing and plant expansions 
in dozens of other Portsmouth, 
Ohio factories, and you can 
understand why we recently 
published a special story, “Op- 
timism Marks Beginning of 
1950 in Portsmouth.” 


FREE. We have run off a 
quantity of reprints of our 
complete forecast for this year. 
Want one or more of them? 
Good ammunition for your 
salesmen and district mana- 
gers. No charge. 


What's your problem? 


Do you seek new outlets in 
Portsmouth, or do you want 
some tie-up ads sold, or would 
you like to have some survey 
work done? Our friends and 
customers who have asked us 
to take on these three impor- 
tant jobs will tell you that we 
really “know how.” Let me 
send you several case histories 
of work done. 

My time is your time when 
you want something done in 
Portsmouth. 


OUR 7 PAPERS 


@ CANTON (OHIO) REPOSITORY 
@ STEUBENVILLE (OHIO) HERALD-STAR 
@ SALISBURY (MD.) TIMES 
These 3 represented by 
Story, Brooks & Finley, Inc. 
@ MARION (OHIO) STAR 
@ EAST LIVERPOOL (OHIO) REVIEW 
@ PORTSMOUTH (OHIO) TIMES 
@ SALEM (OHIO) NEWS ‘ 
These 4 represented by 
John W. Cullen Company 
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OF OHIO 


i 3 aa EE a aa ate ec 4 ae Oa ey eae et EM, 2. = Seer eee) ig eek Me Cece SS Ta hen er a a. ha me 40 
eo ee a : ‘ ae : a c i * ee wee Pi A Dan ne ve a e enke ae ge ce £ af te a S5 Spe } : ail 
_™ | ee 
: Advert 
“te  WVOetce er er box-of 
Tee i a I shi 
ee ss - pever 
at es es i jpeeeemgegmmmmgesmsmmmmmmall Hughe: 
a or °13, 
Speen was a 
cide somett 
Pay to fore 
E : Bad A 
bly eff 
; pen, st 
ee see it : 
Ca 
ve ee 1S” | P 
= 50,000.00 1st PRIZE Woe 
ls mere || mem es) SARE TopAM ~ ae 
a | {Fal tael| soem SX: To t 
| H he 3 = qgesancerss? SSS said, * 
: Saati Ce | We about 
a pa | ase GaG) In } 
ae Psa a f anythi 
‘ Conta Fast Getting Strtell Seny To Satert SERS aT o ‘ We th 
” | Baas Netamen Siotaie < apolit 
| ion EE ES you'll 
ee e« e “zero” 
ee | 
; | 3HEDAILYCOMPASS Jp 
— | neapo! 
ee winte! 
Eaters ing ¢ 
ory Minne 
FZ ‘ igs single 
ar Thous 
asts t 
on M 
RT EE TT a a lakes. 
: 4,000 
since contes 
em ' | Jus! 
. | ‘ that I 
ea oe climat 
ee om * ae tN lots o! 
ales - gl pile 4 
eer) é fi an a ber 
oe ae lis. 
= / Bel : Th 
fe (CFisvieg >] 20°, ¢ 
Felt aa “brisk 
for aes — '* ta | vigore 
pire, E as res a = = therm 
es Bi tion vu 
" . 3 Its N 
Maes ‘ J To 
| _ as te Prosperous ait 
i adver 
ey wae “bang 
eee 
ei :* 
ae ee 
“ae ee ee 
or ee P 
ee a pro 
— = ee a 
<< simp 
eo coug! 
eee : | mee 
‘* . @) a 
Aas 
nee 1AM wf Edit 
| ¥ To 
| the | 
Las —. _ a tenti 
— ——— Ee sel Sel : 7: 
es nkg CS be 
er — | adve 
aa Pi ihc URONIC PREIS nk o-oo co iam ina PERE ae et gt hc eh len BORA ps eon IRIE ihre, 20 RS Se ee fr eee ies $ 


27, 1960 


inces its 


STAR 


Advertising Age, February 27, 1950 


Promotion? Blast the baby, for the 
pox-office? 

I should think the “red” would 
never fade out of the Howard 
Hughes face. "Way back in 1912 
or 13, when Sherwood Anderson 
was an agency man (L&T), he said 
something I’ve never been able 
to forget: “The worst thing about 
pad Advertising is —it is so terri- 
bly effective!” You’ve seen it hap- 
pen, so have I—maybe now we'll 
see it again. ; 

CAROLINE WILLIAMS CARTER, 
Amesbury, Mass. 


No Zero—No Hibernation 
for Minneapolitans 
To the Editor: As Mark Twain 
said, “Everybody talks about the 
weather, but no one does anything 
about it.” 
In Minneapolis, we don’t think 
anything should be done about it. 
We think our weather is wonder- 
ful. And just to make it more spe- 
cific, we have developed a new 
thermometer with the markings 
exemplifying the spirit of Minne- 
apolitans toward our weather. As 
you'll note, we’ve eliminated all 
“zero” and below markings. 
Contrary to prevailing opinion 
among many out-of-staters, Min- 
neapolitans don’t hibernate in the 
winter. As many as 25,000, on one 
day, have watched outdoor skat- 
ing championship races. 10,000 
Minneapolitans have watched a 
single ski jumping exhibition. 
Thousands of ice fishing enthusi- 
asts try their luck each weekend 
on Minneapolis’ and surrounding 
lakes. Last Sunday, for example, 
4,000 entered a local ice fishing 
contest. 
Just thought you’d like to know 
that Minneapolis has a wonderful 
climate—conducive to good health, 
lots of activity and loads of fun. 
E. J. GRIMEs, 
President, Minneapolis Cham- 
ber of Commerce, Minneapo- 
lis. 
The thermometer, 16” high, 
shows nothing above 90°. Below 
20°, the normal breaks are marked 
merely “refreshing,” “zestful,” 
“brisk,” “stimulating” and “in- 
vigorating.” On a _ conventional 
thermometer, the latter designa- 
tion would be —30°. 


Its No Problem in Mexico 

To the Editor: I think a great 
many export (and possibly U: S.) 
advertising people will get a 
“bang” out of the enclosed ad, 
especially since many of them have 


a problem with copy approval from 
the Health Department for such 
Simple products as aspirin and 
cough syrups. 

The translation: “ ‘Testofort’ is 
g00d in some cases of impotency! 
Ask your doctor.” 

Ep. J. NOBLE, 
Mexico, D. F. 


‘Boys’ Lite’ Goes Into 

Editorial Expansion Program 
To the Editor: We are taking 
the liberty of bringing to your at- 
tention details of a Boys’ Life an- 
houncement which we believe may 
be of general interest to both the 
advertising and publishing fields. 


The February issue of Boys’ 


Life, now off the presses, has 
marked a new era for our pub- 
lication. It is a new Boys’ Life 
with a new cover style and for- 
mat, with extra pages and more 
color. Actually, in statistics this 
means that during 1950 our read- 
ers will enjoy a magazine that 
will contain 27% more editorial 
material—a total of 160 additional 
pages. The production costs alone 
for this expansion program of 
Boys’ Life are estimated at more 
than 50% higher than was ex- 
pended in 1949. 

Boys’ Life is, of course, pub- 
lished for a definite purpose: i.e., 
it is a vital part of the reading 
program of the Boy Scout move- 
ment. Consequently, we aim to in- 
fluence character through good 
reading aimed at what we believe 
will be America’s most important 
generation of boys and young men. 

It may also be of interest to 
note that the advertiser will not 


be called upon to pay the cost of 
this expansion program through 
additional rates. As in the past, in 
the belief that a boys’ magazine 
cannot expect advertising to pro- 
vide the principal part of its reve- 
nue, we shall depend on circula- 
tion revenue as a major source of 
income to do the job we plan. 
CHARLEs F.. JACKSON, 
Advertising Manager, Boys’ 
Life, New York. 


Finds a ‘Shocking Low’ 

To the Editor: Chesterfield cig- 
arets have kept their advertising 
on a high plane, but I think they 
have struck a shocking new low in 
their current posters and signs. 

A boy of about 14 or 15 years 
of age, and a girl of, say, 16, are 
both shown holding cartons of cig- 
arets and smiling gleefully at their 
valuable possessions. 

What other inference can there 


be than to suggest smoking to the 
young people? Is this the forerun- 
ner of an insidious campaign to 
start boys and girls smoking while 
they are still young “kids?” 
Leo P. Bort Jr., 
Leo P. Bott Jr., Advertising, 
Chicago. 


47 


USE GOVERNMENT PHOTOGRAPHS 
Select needed photos at low cost ia tremendous 
subject range new monvol government 
shots “THROUGH GOVERNMENT LENSES.” 
Search services also available. involvable to 
advertising agencies, departments, illustrators, 
decorators, publishers, TV, movie producers. 
Complete, detailed information on request. 
WASHINGTON COMMERCIAL CO., |. B. F. Bidg. 
1200 Fifteenth St., N.W., Washington 5, D. C. 


#540 N. MICHIGAN AVE. #185 N. WABASH AVE. 410 N. MICHIGAN AVE. 111 E. DELAWARE ST. 
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2,350,000 OUT-OF-STATE VACATIONISTS 


WILL SPEND $213,000,000 
in the Nations Roof Garden 


Colorado's summer market offers you 2,350,000 additional people in a gay, spending mood 
who will buy $213,000,000 worth of goods and services while they're enjoying “the nation's 
roof garden." 
Gasoline and oil, tires and auto accessories, cameras and film, rail and airline tickets, outdoor 
clothing and equipment, cigars and cigarettes, hard and soft drinks, aspirin and sun tan 
lotion, soap and cosmetics are just a few of the products for which’ a large part of this 
$213,000,000 will be spent. 
You'll want your share of this $213,000,000 of extra summer sales. It's worth getting. That's 
why it's good business to increase your summer advertising in the most widely read selling 
medium in the Rocky Mountain Empire . . . THE DENVER POST. 


CIRCULATION 


A.8.C. Publisher's Statement 
September 30, 1949 


ese 


a) THE DENVER POST 


| Te Vece of the Rocky Mountain Empire 


PALMER HOYT EDITOR a5 d PUBLISHER 


REPRESENTED NATIONALLY BY 
MOLONEY, REGAN & SCHMITT, INC. 
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Monthly for General 
Practitioners Will 
Make Debut in April 


Kansas City—In April the 
American Academy of General 
Practice will publish the first is- 
sue of GP, new monthly medical 
publication for general practi- 
tioners. 

The magazine “is the product 
of nearly two years of thought and 
investigation by a number of per- 
sons who wanted the association 
to publish an official scientific 
journal.” 

The academy has issued a 130- 
page pre-publication issue of GP, 
featuring five articles tailored 
specifically for the general practi- 
tioner and about a dozen depart- 
ments similarly slanted. 

Rates are based on a paid circu- 
lation of 10,000, although the cir- 
culation guarantee for the first six 
months is 12,000. 

Page rate for inside pages is 
$275, with frequency discounts. 


The rate for the back cover and 
the first page opposite the first ed- 
itorial matter is 50% additional. 
Color is $75 per page additional. 

The advertising office is located 
at 111 W. Jackson Blvd., Chi- 
cago 4. 


Stanley Products Names 2 


James M. Cottingham Jr., for- 
merly with Fuller & Smith & Ross, 
has been named advertising man- 
ager of Stanley Home Products, 
Westfield, Mass. Edward J. Sam- 
uel, with the company for eight 
years, has been appointed director 
of public relations. 


R. H. Macy Appoints Breslov 


Jim Breslov, vice-president and 
director of copy of Owen & Chap- 
pell, has been named copy director 
of R. H. Macy Co., New York, ef- 
fective March 1. 


Thomas to ‘Farm Journal’ 


E. W. Thomas Jr., formerly with 
the ethical products division of 
Johnson & Johnson, has joined the 
—o sales staff of Farm Jour- 
nal, 


IT’S EASY, | 
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KNOW HOw! 


The Creative Ulan Corner 


The Corner feels remiss in some respects. It has failed to 
comment—despite a number of requests—on this year’s 
Lincoln-Mercury advertising as contrasted with last year’s; 
a remissness that may very well be attributed to kindness. 

One of the campaigns The Corner does regret having failed 
to comment on is the unusually excellent public relations 
campaign of the A&P—a campaign which, in The Corner’s 
opinion, may quite likely be making advertising history. For 
it has been doing an unparalleled job in marshaling public 
and trade opinion against the anti-trust suit which the gov- 
ernment has filod. 

What makes the campaign notable—and as effective as it 

‘seems to be proving—is its complete lack of artifice. The 


The Third Time The 
Anti-Trust Lawyers Were Wrong! 
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THE GREAT ATLANTIC & PACIFIC TEA COMPANY 


headlines do not proclaim the A&P to be whiter than white, 
nor do they promise sensational or amazing disclosures. They 
address the reader’s kitchen table, talking with him. The 
copy is written in the same vein. It is written in common 
terms and breathes conviction. The company’s legal depart- 
ment seems to have left it mercifully alone, although un- 
doubtedly every word has been weighed by two dozen and a 
half lawyers. But at least they’ve kept their legal phraseology 
out of it. 

The Corner has already commented that institutional copy 
—good institutional copy—is probably harder to write than 
straight product copy. It feels that the simple language and 
straightforward, factual approach used in this copy could be 
employed just as effectively in selling grocery store products 
—including soap. It might even, The Corner feels, be as ef- 
fectively employed in selling Lincolns and Mercurys. 


When you get right down to it, programming Know-How is 
what makes the difference between a great station and “just 
another station.” And this difference is what makes great 
stations outstanding advertising values! 


We of KWKH have had 24 years’ experience in our Southern 
market. As a result, we’ve got a “native-son” approach to the 
Southern mind, heart and ear —a knack for programming 
that’s unmatched in this area. The proof? Latest Shreveport 
Hoopers (Dec., ’49-Jan., ’50) credit KWKH with top ratings 
in all weekday periods— 


KWKH is 70.9% higher than the next station for 
Total Rated Periods—is actuaily 118.9% higher, 
weekday Mornings! 


BMB and mail-pull figures prove that KWKH does an equally 
superior job in rural areas too. ... Let us send you all the facts 
about KWKH’s sales-influence in the prosperous New South! 


KWKH 


SHREVEPORT LOUISIANA 


50,000 Watts « CBS uenansaas 


HISSISSIPE 
The Branham Company, Representatives 


Expands Tourist Drive 


The Denver Convention and Vis- 
itors Bureau, which promoted 
Colorado’s tourist attractions in the 
February issues of Holiday and 
National Geographic, will expand 
its advertising in March, April 
and May. In addition to ads in 
Holiday and National Geographic, 
copy will appear in American Mag- 
azine, Capper’s Farmer, Highway 
Traveler, The New Yorker and The 
Saturday Evening Post. Major 
newspapers throughout the country 
also will be used. 


Y&T Appoints Dowling 


John B. Dowling, formerly with 
Chilcott Laboratories as assistant 
to the vice-president, administer- 
ing all sales activities, has been 
named to the newly created posi- 
tion of market analyst of Yale 
& Towne Mfg. Co., New York. 


Swissair Names De Garmo 


Swissair, New York, airline be- 
tween this country and Switzer- 
land, has appointed De Garmo 
Inc., New York, to handle adver- 
tising in magazines and newspa- 
pers. Maxwell Dane Inc. formerly 
had the account. 


Laire Joins Shannon 


Sherman P. Laire, formerly on 
the sales staff of the American 
Newspaper Advertising Network, 
has been added to the New York 
sales staff of Shannon & Associates, 


Henry Clay, General Manager 


newspaper representative. 


Watson Book Describes 
‘Lite in Figure Drawing’ 


“The Life in Figure Drawing,” 
229-page book by Len Watson, has 
been published at $5 by Interna- 
tional Textbook Co., Scranton, Pa. 

Mr. Watson, an art teacher and 
lecturer, seeks to give “the be- 
ginner a few basic fundamentals 
of anatomy without discouraging 
the creative slant.” He emphasizes 
practical fundamentals rather than 
prerequisite study of anatomy. The 
book is liberally illustrated. 


Sawyer to Represent 


‘N. Y. Times’ on Groceries 

The New York Times has named 
J. H. Sawyer of Sawyer-Ferguson- 
Walker Co. “associate representa- 
tive” for food accounts in the Chi- 
cago area. 

The Times’ Chicago office will 
continue to represent it in the na- 
tional field in all other classifica- 
tions. 
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Dallas Ad Week 


Is Big Success 


Da.Ltas—This city’s first Adver. 
vertising Week observation, held 
from Feb. 10 to 17, has been 
chalked up as a big success. 

Sponsored by the Dallas Adver. 
tising League, it captured cop. 
siderable attention for advertising 
and the part it plays in the econ. 
omy. Seventy 24-sheet posters, car 
cards, hundreds of window posters, 
radio and TV programs, package 
stuffers in supermarkets, and evep 
a specially prepared movie were 
used to show “how advertising 
serves.” 

The Dallas Times Herald ray 
four half-page statements about 
advertising during the week, and 
the Dallas News carried a full 
page on the subject. In addition, 
the News published a story in 
which it estimated that Dallas ad. 
vertising is a $50,000,000 yearly 
business, including $13,500,000 bill- 
ings by agencies employing 450 
people and serving 800 clients. 
“Yet a dozen agencies, with full 
staffs and departments, may ac- 
count for half the business,” it 
said. 


w At the wind-up luncheon Feb, 
17, the ad league gave awards to 
high school students submitting 
best essays on advertising’s service 
to the community. George D., 
Wever, promotion manager, Life, 
spoke on the point that the full 
power of advertising is only be- 
ginning to be understood. 

The special movie, shown in 16 
neighborhood theaters, was pre- 
pared under the supervision of 
Ernest S. Lovan, vice-president of 
Tracy-Locke Co., and Monty 
Mann, Glenn Advertising. 

Admen were luncheon speakers 
at meetings during the week of the 
Lions, Kiwanis, Rotary and other 
groups. 


Launches Test Drive 


Bombi Perfumer will try test 
newspaper ads in Boston, Hart- 
ford, Providence and Denver to 
promote its toiletries. Test involves 
two different campaigns, each to 
be used in two cities. The more 
successful one will be expanded 
to papers in other markets, with 
the bulk of the expenditures for 
the Black Magic line. Dunay & 
Rader is the agency. 


Reports Work of Newspapers 


The Bureau of Advertising, 
American Newspaper Publishers 
Association, New York, reports 
that daily newspapers provide ad- 
vertisers and agencies with factual 
data from 130 different market re- 
search projects covering approx- 
imately the same number of mar- 
kets in its new “Directory of Re- 
search Studies Conducted by U.S. 
Daily Newspapers.” 


Promotes Knoblauch 


K. R. Knoblauch, in charge of 
market extension and sales promo- 
tion, has been appointed manager 
of sales of value products of the 
industrial division of Minneapolis- 
Honeywell Regulator Co., making 
his headquarters in Philadelphia. 
He joined the company in 1924. 


Joins Jacqueline Cochran 

Robert P. Johns, formerly execu- 
tive vice-president of Castleton 
China, has been named executive 
vice-president and general man- 
ager of Jacqueline Cochran Inc., 
cosmetics. 
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WASHINGTON—U. S. department 
store sales during the week ended 
Feb. 11 equaled the dollar volume 
for the corresponding week last 
year. 

Federal Reserve Board figures 
show that, since mid-January, re- 
tail sales this year have paralleled 
sales during the same period in 


) 1949. 


In the latest week, stores in New 
England, eastern Pennsylvania, the 
southern states, the Upper Mid- 
west, the Southwest and on the 
West Coast all showed gains over 
Jast year’s sales. 

Five of the 12 districts reported 
declines from last year. The New 
York area, off 6%, recorded the 
largest drop, and the Cleveland and 
Kansas City districts both were 
down 5%. 

Largest district gain was the 
10% rise reported by the Minne- 
apolis area. 

Figures for 1949 show that only 
Washington and New Orleans—of 
the 51 cities on the Federal Reserve 
tabulation—reported gains in de- 
partment store sales over 1948. 

Department stores in 16 other 
cities showed gains in December 
sales, as compared with the same 
month in 1948, but the increases 
were not sufficient to push total 
1949 volume above that of 1948. © 


% Change from 
Previous Year 


Jan. Mo. Wk. 

Federal Reserve to of Feb. 
District and City Nov. Dec. 11 
UNITED STATES .......... -—6§ —2° 0 
Boston District ................ —3t —3 1 
New Haven —-5 0 —l4 
Boston _ ......... o —3 2 
Springfield . -—-5 -—1 —9 
Providence . 6 o —4 
} New York District —i -3 -6 
k —7 —1 -3 

—3 —-4 —-1 

-—8 —-4 —7 

—8 -—3 -2 


KEY 10 PROFITS 


In the years just ahead sales- 
men will again be the most 
important men in your organi- 
zation —if they are properly 
trained. 


Make sure that they are. De- 
fine their jobs, train them to 
handle their work and time 
most effectively. : 

This book will help you. It 
will answer your salesmen’s 
questions. It is strictly “how 
to do it” all the way through 
—a practical 182 page cloth 
bound guide you will find 
essential. 


ORDER YOUR COPY TODAY—$2. 


ADVERTISING PUBLICATIONS, INC. 
100 E. Ohio St. Chicago 11 


FILL IN AND MAIL THIS COUPON 
TODAY 


Advertising Publications, Inc. 

Div. 922 

100 E. Ohio St., Chicago II, Ill. 
Gentlemen: 

Please send me —____ copies of "Successful 
Sales Training.” Enclosed is $____.. 


Joe Zone.... State__....... 


Federal Reserve —seareens on Department Store Sales 


Week to Feb. 11, ’50*..p238 
Week to Feb. 12, ’49*....238 F 
fb] Week to Feb. 4, ’50*....227 
Week to Feb. 5, ’49*....229 
Week to Jan. 28, ’50*....222 
Week to Jan, 29, ’49*....218 


P| pPreliminary. 
F| "Not adjusted seasonally. 
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Trade Editors Open Contest 


The Western Trade Editors Club 
has announced the opening of its 
second annual editorial contest for 
1949 publications. The competition 
is open to publications in other 
than western states only in respect 
to western sections or editorial 
work performed by a western edi- 
tor. Entries, which must be post- 
marked before midnight March 15, 
1950, are to be sent to Fred T. Rus- 
sell, Room 405, 115 W. 7th St., Los 
Angeles 14. 


Plans Cereal Campaign 


Rockhill Food Products Ltd., 
North Vancouver, B. C., plans to 
launch a newspaper campaign in 
British Columbia to promote the 
‘nutrition value of its cereal line.” 
Spot radio will follow the news- 
paper drive. O’Brien Advertising 
Ltd., Vancouver, B. C., handles the 
account. 


Carpenter Buys KMED 


Alfred S. V. Carpenter has pur- 
chased Station KMED, 5,000-watt 
station in Medford, Ore., from Mrs. 
Blanche Virgin Randle, owner and 
operator. The sale price was an- 
nounced at $290,000. The transfer 
awaits approval of the Federal 
Communications Commission. 


Kessler & Burg to Esmond 


Lawrence Esmond Advertising 
Corp., New York, has been re- 
tained to handle the advertising of 
Kessler & Burg, New York, manu- 
facturer of Mac Shore Classic tai- 
lored blouses. Sunday supplements, 
fashion magazines and trade pub- 
lications will be used. 


Eastern Appoints Watson 


Eastern Air Lines has appointed 
Harold R. Watson, formerly as- 
sistant to the general sales mana- 
ger, as convention sales manager. 
Mr. Watson joined Eastern in 1940. 


mw jeer 


Permafuse Names Fredericks 


Permafuse Corp., Garden City, 
N. Y., has appointed Richard E. 
Fredericks Advertising, New York, 
to handle advertising on equip- 
ment and material used in the 
bonding of brake linings to brake 
shoes. Business papers will be 


Robert Clark Joins BSF&D 


Robert M. Clark has joined the 
media department of Brooke, 
— French & Dorrance in De- 
roit. 


McCann-Erickson Adds Two 


Fred Frost, who formerly su- 
pervised the production of spot 
video commercials for Young & 
Rubicam, and Earl Hamner, free- 
lance scripter, have joined the TV 
commercial copy department of 
McCann-Erickson, New York. 


To French and Preston 


B. Cribari & Sons, Fresno, Cal., 
has appointed French and Preston, 
New York, to handle advertising 
for its Sonnie Boy and Cribari 
California wines, 
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Casey Leaves Gardner 

Arthur Casey has resigned as 
director of radio and television of 
Gardner Advertising Co., St. Louis. 


Pr Lt 


PRINTED ADHESIVE CELLOPHANE 
TAPE — HUBER BLDG. — YORK, PA. 


The CHRONICLE'S LEAD 


IN 1949 


Greatest in History! 


For thirty-seven consecutive years The Houston 


Chronicle has led all other Houston newspapers 


in advertising linage by a tremendous margin 


. » » and 1949 showed the largest lead ever. 


Third Paper 


HERE’S THE 1949 RECORD 


TOTAL ADVERTISING 


CHRONICLE 33,650,107 Lines 
Second Paper 23,316,709 Lines 
10,075,254 Lines 


SOURCE: MEDIA RECORDS 


The above record shows that The Houston 
Chronicle published more advertising than 
both other Houston papers combined. 


The HOUSTON CHRONICLE 


LARGEST CIRCULATION IN TEXAS 


R. W. McCARTHY 
Advertising Director 


M. J. GIBBONS 
National Advertising Manager 


THE BRANHAM COMPANY 
National Representatives 


FIRST IN HOUSTON IN CIRCULATION AND ADVERTISING FOR 37 CONSECUTIVE YEARS 


EE ee | = 
’ | | 
‘ i 2 ’) bho paeea eo + * * ? | | 
% % ‘ &, 2) f i iS ey ~ “ % {7 za A i B 
aN & LELE ( tes ite: 
Adver. RE Le tek ae RE te ae woe 
n, held - Bi 
s iz au 
- = =DEPARTMENT STORE [iityees TT | cee 
Adve  SALESINDEX |  unnmene | a | 4 
etal 192839 EQUALS 100 es 1U ; 
> eal re eee ere oe . E 
e econ- i 3 | F 
ers, car 
posters, | 
ackage Oe 
id even . 
© were i 5 “ sae 
ertising a . 
Id ran | ie . 
a = & . 
a full — i. 
dition, ~ 8 ke 
ory in — | 
las ad- sa 
yearly "= le 
00 bill- 
ng 450 
clients, ; 
th full 
"a | Birmingham .......:.......... -—8 
we, (cs TT. s 
BA ennui: ~ = 
New Orleans ................. 1 a 
n Feb, een all nae 
ards to a ae rc 
nitting a ere 
service aon) od ma 
ge D, [econo — a 
, Life 7s pecseceeecsces aa 
’ AOuI1s se eeeeeecerscerees —7 ¥ 
1e full Memphis ieee aan a 
ly be —_—_ Ses | | 
— thai = 
. uluth-Superior ........... 
in 16 | Kansas City District —7 
3 ~pre- DOVE ncecreccssssssessssceeres FT 
ion of | a. <a ie 
lent of nin ae cae, 
7 ian a shar ca 3) 
—_ viva = ae 
eakers Fort Worth cneeeae =e MS 
aan. + 4 P| a se 
—10 ee 
>= —10 ee: 
re rp dean » (a 
y test ow eee : Ta | . a 
Hart- ces eee |. — ec 
volves OE ar At 
cho || * | 2a |) || ee 
anded ee 
_ with se AV 
es for ee Wi 
ay & ON fe 
ers Age Z| 
ishers 
S| 
le ad- 
actual 
et re- 
jprox- 
mar- ee 
f Re- , 
U.S. 
ge of 
“omo- = 
nager 5 
f the Bee 
polis- 
aking Se ts 
lphia. les 
24. saad 
Kecu- ee Zs 
‘leton 
man- cate 
4 a ee ig 
| | . 
| | ee 
xe 1 
| | 
| 
| | ee: 
| Nome EOE ES EOP a ; 
5 os | 
2 A ie 
‘oie One tere ee pe ee ee as Seo seers “or heer #5 ol seca Fc ea ee : bale eo ere ee PCa ee es role ee Aen aia sii es es Sona aren cneteananny  elsaia oe inne iicieieusnacin a stone aes ——————— 


eye . a Pee alk anil 


Weisbrodt Tells 
How to Launch 
Pharmaceuticals 


New YorK—‘Real artistry is at 
work when a product with no ap- 
parent therapeutic or economic ad- 
vantages over competition achieves 
dominance in its field,” Albert J. 
Weisbrodt, advertising manager, 
Burroughs Wellcome & Co., told 
pharmaceutical makers here. He 
spoke at the sales and advertising 
section of the annual winter meet- 
ing of the Eastern Section, Ameri- 
can Pharmaceutical Manufacturers 
Association. . 

Speaking on “Advertising the 
New Product,” Mr. Weisbrodt 
named several success factors in 
handling promotions of an intro- 
ductory nature. Of major import- 
ance, in his opinion, is the sales 
idea, which he defines as “that 
point of major emphasis that tells 
the physician what the product will 


SRT-TV SRT-TV SRT-TV 


SPECIAL viele 
(ll 


ADVERTISING and RADIO 
EXECUTIVES and EMPLOYEES 


Program Building - Production 
Script Writing - Film Techniques 
Video Effects - Commercials 
Time Sales 
Basic TV Principles, etc. 
Instruction by outstanding TV professionals 
such as Thomas W. Hutchinson, 
Gilbert Seldes, Noran E. Kersta, et al. 
Complete TV station equipment, 
teaching under actual broadcast 
conditions. 

Other full-time day and evening 
courses— 
thorough professional training 
in all phases of TV Broadcasting. 


Approved for Veterans 
Ask for Prospectus CTA 


SRT 


(School of Radio Technique) 
TELEVISION STUDIOS 
America's Oldest Broadcasting Schoo! 


316 West 57 Street, New York 19, N.Y. 
Plaze 7-3212 
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do for him and how it will do it 
better than similar products.” 


s Asa second prerequisite for suc- 
cess, Mr. Weisbrodt mentioned 
“uniformity of presentation” in 
every phase of both the adver- 
tising and sales campaigns. He ex- 
plained that the sales story told by 
the company’s entire staff should 
coincide with the story told by 
the ad campaign. 

Mr. Weisbrodt recommended 
pre-testing of campaigns as a third 
important step, and emphasized 
that physician and pharmacist pan- 
els are often needed to direct ad 
plans to reach particular markets 

Relating the war-born expres- 
sion of “too little, too late” to in- 
troductory campaigns, he said that 
all phases of an ad program should 
be complete when the product is 
launched. 

Labeling clinical papers, clinical 
experiments by important physici- 
ans, and attention to teaching in- 
stitutions the “advertising behind 
the advertising,” Mr. Weisbrodt 
said this phase of the program is 
rarely overlooked, but seldom 
given the support it needs. 


@ Saying that one of the major 
necessities for success is promo- 
tion that “overwhelms” the physi- 
cian, he listed seven suggestions: 

1. Make a larger promotional 
budget available by giving the new 
product a temporary “free ride” 
on expenses already carried by old 
products. 

2. Provide a larger promotional 
dollar budget for introducing new 
products, and amortise this ex- 
pense over a three-year period. 

3. Set aside a part of the profits 
each year in a fund called “Reserve 
for New Product Development and 
Promotion.” 

4. Limit the representative staff 
to territories that can be covered 
adequately, concentrating on key 
physicians with a high prescrip- 
tion potential. 

5. Restrict budget expenditures 
on “minor” products. 

6. Use more of the inexpensive 
materials, such as self-mailers and 
government post cards, and less of 
such expensive materials as sam- 
ples and four-color brochures. 

7. Limit the area in which the 
new product is introduced. 


s Holland Idleman, executive di- 
rector, business information divi- 
sion, Dun & Bradstreet, spoke 
to the pharmaceutical makers 


SRT-TV SRT-TV SRT-TV 


on “Determining the Market 


| Mill f 
INS, Willer 


INC 


AMERICA’S FINEST 


207 NORTH MICHIGAN A 


‘ 
/ * 
‘ 
P 
Pe 


ORPORATED 


PHOTO-ENGRAVING PLANT 
VENUE + CHICAGO 1, ILLINOIS 


AGREED—Apparently of one mind as they watch a screening of the “Alan Young 
Show,” which Esso Standard Oil Co. will air on CBS-TV starting next month, are: V. 
G. Carrier, assistant manager of adverfising and sales promotion for Esso; Curt 


Peterson, partner, Marschalk & Pratt; R. 


M. Gray, Esso advertising manager. 


for a New Product.” Warning that 
a successful campaign for one pro- 
duct doesn’t guarantee anything 
for those that follow, Mr. Idleman 
advised searching behind past per- 
formances of successful campaigns 
to determine why they met with 
success. 

In pre-determining markets, he 
said that detailed information must 
be gathered from analysis of past 
sales records, sales areas, distrib- 
utors, and the size of sales units. 
Such a study, he pointed out, 
should account for past sales per- 
formance. From past records, he 
said, a check list of factors which 
might affect the future of a new 
product can be established. 

eerie vir’ Sage atlhy 
ee Silloway, sales a at 
Chilcott Laboratories division, 
Maltine Co., listed essential char- 
acteristics to be included in the 
naming of a new product. They 
are: 

1, The name should be easy to 
pronounce. 

2. Its pronunciation should in- 
dicate its spelling. 

3. The name should not have 
more than three or four syllables. 

4. The name should be re- 
searched, to eliminate any mean- 
ings in foreign languages that 
might be detrimental to sales. 

5. It should be easy to remember. 


@ Bernard Jeffs, vice-president, 
Reed & Carnick, asserted that the 
part . individual companies will 
play in the growth of the phar- 
maceutical industry depends upon 
their ability to maintain the flow 
of new products. 

Calling new products the life 
blood of any system of free en- 
terprise, he said that success in 
their development requires a “spirit 
of selling that permeates the whole 
organization, including the re- 


search department.” 

He added that when manage- 
ment is sales minded, it will build 
its sales story into the product. 


King Publishes Handbook 


King Publications, San Fran- 
cisco, publisher of Western Con- 
struction News and Western In- 
dustry, has published “Western 
Construction News Distributors 
Handbook.” The 252-page hand- 
book lists almost 800 manufac- 
turers, their products, western sales 
offices and distributors. Copies are 
available at $5 each. 


Plans Michigan Directory 


Charles J. Harris, publisher of 
the “Detroit Directory of Business 
& Industry,” Detroit, has an- 
nounced plans to publish a “Mich- 
igan Directory of Business & In- 
dustry.” The Michigan edition, 
available early in July, will list 
5,000 Michigan manufacturers with 
the names of their executive and 
operating personnel. 


. 


3 Name Jones & Taylor 


Jones & Taylor & Associates, 
South Bend, Ind., has been named 
to handle the advertising of Miller 
Protecto Products Co., Kalama- 
zoo, Mich., maker of Sweet Aire, 
room deodorant. The agency also 
has been appointed by La Porte 
Corp., La Porte, Ind., toy manu- 
facturer, and Rivett Lathe & 
Grinder Inc., Boston. 


Morgan Leaves James Lees 


Earl B. Morgan Jr. has resigned 
as advertising and promotion man- 
ager of the carpet division of 
James Lees & Sons Co., Bridge- 
port, Pa., effective March 10, to 
become an account executive of 
McCann-Erickson, New York. 


Pulpaper Names Cayton Inc. 


Pulpaper Co., New York, has ap- 
pointed Cayton Inc., New York, to 
handle advertising for a plastic 
wall covering in newspapers and 
magazines. The company is a new 
advertiser. 


Otterson Joins Close 


Jack Otterson has joined the 
sales staff of George Close Inc., 
San Francisco, publishers’ repre- 
sentative. 
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Retailers Urged to 
Boost Self-Service, 
Pre-Sold Products 


Cuicaco—For retail profits jp 
the face of growing competition, 
luggage dealers were advised to 
feature “pre-sold” brands ang 
adopt self-service merchandising, 

E. R. Richer, vice-president of 
Grey Advertising Agency, told the 
National Luggage Dealers Associa. 
tfon that higher turnover will re. 
sult from the combination of self. 
service techniques and well-knowy 
‘commodities. 

The manufacturer who doesn't 
pre-sell his product is losing his 
chance for survival, Mr. Richer 
said. 

For the retailer, pre-sold items 
cost less to handle and less to ad. 
vertise, he said. The retailer can 
do more business and at less cost 
by supplying demands which haye 
already been created. He can fur- 
ther expedite sales by using the 
self-service methods which cut 
overhead and permit a larger num- 
ber of sales per salesman. 


SELF-SERVICE GROCERS 
DO 64% OF BUSINESS 


Cuicaco—Average sales per gro- 
cery employe rose 46% from 1939 
to 1948, a recent survey by A. C, 
Nielsen Co. reports. 

‘The efficiency of operating gro- 
cery stores has increased general- 
ly, the research company reports. 

A major factor has been the in- 
rease of self-service methods. Cur- 
rently, self-service stores account 
for 64% of all commodity sales, 
Nielsen says. In corporate chain 
stores, 91% of the volume is self- 
service; in voluntary chain stores, 
70%, and among independent gro- 
cers, 59% is self-service business. 

Nielsen predicts that the trend to 
self-service will continue. 


Two Name McLain-Dorville 


Diamond State Brewery Inc. 
Wilmington, Del. brewer of 
Stoeckle and Diamond State brand 
beers, and Lee Products Inc., Phil- 
adelphia, manufacturer of Kleer- 
ize and Kleeroid cloths, have 
named McLain-Dorville Inc., Phil- 
adelphia, to handle their advertis- 
ing. 


Appoints Frank McArdle 


Frank J. McArdle, formerly in 
the public relations department of 
John C. Dowd Inc., Boston, has 
joined the department of public 
relations of Northeastern Univers- 
ity, Boston. He will be director of 
publicity for the $1,500,000 Li- 
brary Building Fund. 


Sacco to Gumbinner Agency 
Joseph Sacco, formerly copy 
supervisor with Kastor, Farrell, 
Chesley & Clifford, has joined 
Lawrence C. Gumbinner Adver- 


tising Agency, New York. 
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Jameson’‘s Advertising 
Is ‘Sold’ to Salesmen 


(Continued from Page 1) 

the steps in turn, describing how 
they are used and the objectives 
which they are designed to help 
achieve. W. T. “Shorty” Long, 
editor of Spirits Magazine, Pack- 
age Store Management and Monop- 
oly State Review, told how trade 
publication ads can help open the 
dealer’s door and put him in a 
receptive mood for a sales talk. 

Robert McLauchlen of the Am- 
erican Newspaper Publishers As- 
sociation explained to the sales- 
men why Gallagher & Burton’s, 
which is marketed east of the Mis- 
sissippi and in Texas, puts so much 
emphasis on newspaper campaigns. 
And he cited success stories of re- 
gional advertisers to show that the 
Jameson strategy is well planned. 


s J. Kingsley Gould, executive di- 
rector of the Point of Purchase Ad- 
vertising Institute, reviewed the 
functions of point of sale material 
and explained why it is important 
for the salesman to sell retailers 
on using it as a sales tool. 

After the speakers had described 
the sales functions of the various 
advertising media, Mr. Ebbesen 
told the group how the advertising 
department meshes the ad pro- 
grams into the over-all selling ef- 
fort, how it brings the six steps to 
life and how it depends upon the 
salesmen to make the advertising 
impressions stick in the consum- 
ers’ minds. 

Liquor salesmen, he admitted, 
frequently meet dealers who find 
fault with the advertising program 
of the salesman’s company. Some 
candidly remark, “I think your ad- 
vertising stinks” and do not hesi- 
tate to tell the salesman why they 
think so. Convinced that Gallagher 
& Burton’s salesmen should know 
why the ads are designed as they 
are, company officials tried a new 
slant. 

Before outlining the March 
newspaper campaign, they decided 
to answer “What makes a good 
liquor ad?” Instead of dwelling 
on the “millions of advertising im- 
pressions, intensive schedule and 
large ad budget,” usually handed 
to a sales force, they discussed ob- 
jectives, strategy and problems. 
Gallagher & Burton’s salesmen 
were exposed to each step of the 
advertising process, presented with 
the problems and asked to make 
the decisions themselves. 


s Ben Morse, account executive of 
the Lawrence Fertig Advertising 
Agency, presented a list of ten 
items which, he said, make a good 
whisky advertisement. 

1. A theme, expressed in an 
easy-to-remember slogan, symbol, 
or both. 

2. A headline that has reader 
interest, stops the reader and 
makes him want to read more. 

3. An illustration that has ac- 
tion and human interest and ties 
up with the headline. 

4. The product in use. 

5. Personalized copy, directed to 
a specific market, with taste ap- 
peal. 

6. The brand name, displayed in 
a distinctive way; easy to read and 
remember. 

7. Price well displayed. 

8. Package. well displayed, so 
that the customer remembers the 
label. 

9. Continuity—-a family resemb- 
lance in theme and appearance to 
build up readership and recall. 

10. Consistency—telling the sales 
story again and again for cumula- 
tive effect. 

Then, he asked, “Does Galla- 
gher & Burton’s follow this form- 
ula?” 
® Mr. 


Ebbesen used a “black 


magic” board, a sort of jigsaw puz- 
zle on an easel, to answer the 
question. He put together a typical 
company ad, showing how each 
of the ten elements was fitted into 
the advertisement. 

The sales force then was shown 
typical ads promoting five whis- 
kies in the same price class. As a 
payoff, they were given paste- 
board check sheets, and asked to 
rate the five competitive ads and 
the Gallagher & Burton’s ad on the 
presence or absence of the ten 
elements. 

The objective, of course, was to 
have the salesmen demonstrate to 
their own satisfaction that the 
company’s ads were well-planned 
—that they compared favorably 
with other whisky advertisements 
in the “B” blend price class (Car- 
s‘airs, Wilson, Mt. Vernon, Im- 
perial and P.M.). The result was 


CURRENT COLOR—The Air Forces’ new “air blues” 


uniform is featured in the current 


poster for Nash Motors’ 1950 Airflyte. Howard Scott is the artist. 


a resounding vote of confidence 
for Gallagher & Burton’s copy. 


a As the salesmen entered the 
meeting room on Thursday, they 
were invited to take a free pack of 
cigarets. Popular brands and un- 
known brands were placed side by 
side. On Friday morning they were 
told that the offer was made to de- 
termine whether advertised or un- 
advertised brands would be selec- 
ted. If any salesmen were still 
skeptical about the merits of ad- 
vertising, the final tally on the 


National Nielsen-Ratings of Top Radio Shows 


Week of Jan. 15-21, 1950 
All figures copyright by A. C. Nielsen Co. 


Current Previous Homes Current Points 

Rank Rank Program (000) Rating Change 

EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (4,399) (11.2) (+-0.7) 

1 2 Jack Benny (CBS, — NG inntates cuenta 9,938 25.3 +3.5 

2 1 OE errr Try 899 25.2 +13 

3 3 Arthur Godfrey's Talent ks (CBS, Lipton) ...... 8,367 21.3 +2.1 

4 8 My Friend Irma (CBS, Lever Bros.) ............. 8,170 - 20.8 +3.4 

5 7 Charlie McCarthy (CBS, Coca-Cola) .............. 8,013 20.4 +2.9 

6 6 Amos 'n’ Andy (CBS, Lever Bros.) .............. 7,738 19.7 +2.2 

7 28 Red Skelton (NBC, Procter & Gamble) ............ 7,463 19.0 +3.9 

8 4 Mystery Theater (CBS, Sterling) ................ 7,463 19.0 +0.2 

9 22 F.B.1. In Peace & War (CBS, P&G) ............ 7,149 18.2 +2.6 

10 32 Walter Winchell (ABC, Kaiser-Frazer) ............ ,071 18.0 +3.4 

11 5 Bing Crosby (CBS, Chesterfields) ............... ¥ 18.0 —0.7 

12 12 Mr. Keen (CBS, Whitehall) .................... 7,031 17.9 +13 

13 17 Dr. Christian (CBS, Chesebrough) ................ J 17.0 +10 

4 15 You Bet Your Life (CBS, DeSoto-Plymouth) ...... 6,638 16.9 +0.6 

15 16 Judy Canova (NBC, Colgate) ..............-.-5- 6,638 16.9 +0.8 

16 9 Fibber McGee & Molly (NBC, S. C. Johnson) ...... 6,638 16.9 —0.5 

17 10 Crime Photographer (CBS, Philip Morris) ........ 6. 16.9 —0.1 
18 Life with Luigi (CBS, Wrigley) .......... 16.4 

19 37 Horace Heidt (CBS, Philip Morris) 16.2 +2.7 

20 31 Per ree 16.1 +12 

EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (2,907) (7.4) (+-0.2) 

1 1 Beulah (CBS, Procter & Gamble) 15.5 +0.8 

2 3 Counter-Spy (ABC, Pepsi-Cola) ........... 13.0 +0.7 

3 2 Lone Ranger (ABC, General Mills) 12.6 +0.3 

WEEKDAY (AVERAGE FOR ALL PROGRAMS) (2,514) (6.4) (0.0) 

1 1 Arthur Godfrey (CBS, Chesterfields) ............. 5,028 12.8 +0.5 

2 2 Romance of Helen Trent (CBS, Whitehall) es 11.0 +0.1 

3 3 Arthur Godfrey (CBS Nabisco) ......... 10.6 +0.8 

4 5 Wendy Warren (CBS, General Foods) .... 10.2 +0.6 

5 9 Aunt Jenny (CBS, Lever Bros.) ................. 10.1 +0.6 

6 10 Our Gal, Sunday (CBS, Amer. Home Products) ....3,889 9.9 +0.4 

7 11 Right to Happiness (NBC, P&G) ............... 3,889 9.9 +0.5 

8 12 Arthur Gedfrey (CBS, Goidseal) ............... 3,810 9.7 +0.8 

9 7 Pepper Young’s Family (NBC, P&G) ............ 3,692 9.4 —0.1 

10 16 4 2 4) Se eee 3,653 9.3 +0.9 

ll 14 Se I ia sre. dhes 6 nase ¥ ohm 3,614 9.2 +0.6 

12 15  f 2 _ &. eae 3,535 9.0 +0.5 

13 6 Backstage Wife (NBC, Sterling) ................ 3,496 8.9 —0.6 

14 8 Stella Dallas (NBC, Sterling) .................. 3,457 8.8 —0.7 

15 18 RD WEE I, GED oc ccc ccecccctccces 3,417 8.7 +0.7 

DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (2,318) (5.9) (—0.4) 

1 3 Grand Centra! Station (CBS, Pillsbury) .......... 5,264 13.4 +18 

2 1 Stars Over Hollywood (CBS, Armour) ............ 4,949 12.6 +0.1 

3 2 Avmetrong Theafer (CBE) .. 0... ccc ccc cece 4,674 119 —0.3 

DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (1,493) (3.8) (—0.2) 

1 1 True Detective Mysteries (MBS, Williamson) ...... 4,832 12.3 +14 

2 2 Shadow (MBS, DL&W Coal-Grove Labs.) ......... 4,125 10.5 +0.1 

3 3 Martin Kane, Private Eye (MBS, General Foods) ...4,125 10.5 +19 


Program Hooperatings, Feb. 15 


C. E. Hooper Inc. 
15 Evening Leaders 


dack Benny* (Lucky Strike, CBS) .......... 24.5 | Walter Winchell* (Richard Hudnut, ABC) ...17.8 
Godfrey's Talent Scouts (Lipton’s, CBS) ....23.9] People Are Funny (Raleigh, NBC) ........ 16.8 
Lux Theater ( eT ttdddehiv esse tas eae 22.8 | Mystery Theater (Molle, CBS) ............ 16.7 
Bob Hope (Lever Bros., NBC) ............. 21.0 | Truth or Consequences (P&G, NBC) ........ 16.5 
My Friend Irma (Pepsodent, CBS) ........ 20.7 | Burns & Allen (Amm-i-dent, ces) peewnk Sed 16.3 
Bing Crosby (Chesterfield, CBS) .......... 20.6 | Bob Hawk (Camel, CBS) ................. 15.9 
Fibber & Molly (Johnson’s, NBC) ......... 20.2 | *Second broadcast on same day in some cities 
Amos 'n’ Andy (Rinso, CBS) .............. 19.1 | provides more than one opportunity to hear pro- 
Mr. Chameleon (Bayer, CBS) ............. 18.2 | gram. 


Ma Perkins (Oxydol, CBS) 
Arthur Godfrey (Chesterfield, Gold Seal. 

National Biscuit, Wildroot, Toni, CBS) ....7.8 
Stella Dallas (Sterling, NBC) 7.5 
LoS. 4 Oe 7.3 
Guiding Light (Duz, CBS) ................ 7.2 


Daytime 
Our Gal, Sunday (Anacin, CBS) ............ 7.1 
Rosemary (Ivory Oe err 7.0 


c 
Helen Trent (Whitehall, RE ase 6.9 
Aunt Jenny (Spry, CBS) .................. 6.9 
A Girl Marries (General Foods, NBC) ....... 6.8 
Backstage Wife (Sterling, NBC) ............ 6.8 


Network Teleratings 
January, 1950 
C. E. Hooper Inc. 


Texaco Star Theater (30 NBC Cities) ...... 64.0 
Godfrey’s Talent Scouts (9 CBS Cities, 
Lipton’s) 
Godfrey and His Friends (40 CBS Cities, 
isk wh Las is ohn bo 9 0.6 
le ~ of the Town (19 CBS Cities. Lincoln- 


cury) 
Stor ‘the the Music (18 ABC Cities, Old Gold, 


43.8 | Fireside Theater (15 NBC Cities, P&G) 


Admiral) 
Lone Ranger (25 ABC Cities, General Mills, 
American Bakeries) 


Gillette Cavalcade of Sports (14 NBC Cities) . 37.3 
44.9 | Cavalcade of Stars (18 DuMont Cities, 


Drugstore Television Productions) 


Lights Out (28 NBC Cities, Admiral) 


popular cigaret brands apparently 
clinched the argument 

After a brief review of ad cam- 
paign planning problems and the 
step by step decisions, Jack 
Wishny, assistant general sales 
manager, declared, “There has al- 
ways been a difference of opinion 
between the sales and advertising 
departments when it comes to giv- 
ing credit for the sales success of 
a product. It is just like the ques- 
tion of which came first, the 
chicken or the egg? 

“Personally, I believe that this 
is not a chicken or an egg contro- 
versy, but rather more like a ‘ham 
and egg’ relationship—they’ve got 
to go together.” 


es He told how the “carriage 
trade” theme was greeted skepti- 
cally at first, but how an inde- 
pendent survey, some months after 
the campaign was launched, 
showed that 40% of the people in 
Gallagher & Burton’s markets knew 
the meaning of “carriage trade.” 
When asked what whisky they as- 
sociated with “carriage trade,” 
15% of the respondents mentioned 
Gallagher & Burton’s. 

“The true test of a good adver- 
tising slogan,” Mr. Wishny said, “is 
‘can it be applied to all advertising 
media?’”’ He showed how the slo- 
gan has been used in newspapers, 
trade publications, outdoor posters 
and point of sale material, and 
asked the salesmen to answer the 
question for themselves. 

In March, he continued, the 
Jameson division will run one of 
its largest sales contests, and back 
it with the largest advertising ex- 
penditure ever used for Gallagher 
& Burton’s in one month—a case of 
ham and eggs. 


s Principal reason for the special 
effort, according to Mr. Morris, is 
increasing competition resulting 
from the introduction of many new 
whisky brands since inventories of 
matured whiskies began to rise 
last summer, 

He explained that bonded and 
straight whiskies will be pushed 
hard and that blends such as Gal- 
lagher & Burton’s will have to make 
equally impressive attempts to 
build sales. In the past six months, 
prices on straight whiskies have 
fallen to about the level of the “A” 
blends (Seagram’s Seven Crown, 
Schenley, Calvert, etc.). In 1950, he 
continued, prices on straight whis- 
kies probably will drop still lower 
and compete with Gallagher & 
Burton’s and other “B” blends. 

With the short course in adver- 
tising completed, and after Mr. 
Morris’ outline of the marketing 
problems faced by the company, 
Mr. Ebbesen outlined the special 
March campaign. 

All of the ten elements will be 
employed in the push, he said, but 
will be used in a different man- 
ner. “A campaign of this kind is 
not designed for prolonged use, 
but rather as a hard, fast plunge 
into the markets with hard, slug- 
ging blows.” 

The ad-a-day-for-a-month pro- 
motion was used successfully in 
Houston last December and is now 
running in Florida, he continued. 
The copy will run in the same 
position in each of the 35 newspa- 
pers daily—usually on the sports 
page. 


# Full-color pages in liquor trade 
publications will advise dealers to 
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take advantage of Jameson sales- 
men’s tie-in material and selling 
ideas, including special window 
displays, easily constructed floor 
displays, back-bar cards and give- 
aways. 

Salesmen will be supplied with 
special portfolios, which spill out 
reprints of all daily newspaper ads 
at a flick of the wrist. The dash of 
showmanship is designed to prove 
to skeptical retailers that it will 
pay them to tie in with the spe- 
cial push. 

“In the past two days,” Mr. Mor- 
ris concluded, “we have, I hope, 
made good our promise to show 
you that our advertising is of a 
superior quality; that it is the kind 
of advertising you can be proud of; 
that it is the kind of advertising 
which sells our whisky. 

“But more important,” he said, 
“I hope we have convinced you 
that you are selling advertising too. 
Take that idea home with you... 
use it every day on every call.” 


National Study of 
Brand Preferences 
Announced by Abt 


New YorK—Henry E. Abt, pres- 
ident of Brand Names Foundation, 
and Howard A. Trumbull, presi- 
dent of National Family Opinion, 
Toledo research organization, an- 
nounced jointly last week that re- 
sults of a survey of family buying 
habits, especially family and in- 
dividual loyalty to brand names, 
will be presented for the first time 
at the Brand Names Day confer- 
ence April 5 at the Waldorf-As- 
toria here. 

The report will give national ad- 
vertisers and agencies the first 
detailed picture of what happens 
when members of 2,000 typical 
American families go shopping, 
Mr. Abt said. 

Presentation of the survey will 
form the second half of a round- 
table discussion on the impact of 
brand names and advertising on 
American society, he said. 


= Attitudes with reference to the 
purchase of 62 products are being 
studied in the National Family 
Opinion survey, which covers 
everyday and personal necessities, 
as well as more expensive, infre- 
quently bought household items. 


Included are foods, beverages, 
drugs and toiletries, apparel, 
housewares, appliances, and home 
furnishings. 


The families that make up the 
panel reside in all of the 48 states 
and the’ District of Columbia. 
These were selected in balanced 
proportion to census averages by 
geographical location, city size, 
age and income. 

The questionnaire, which is in 
the mail, includes provision for 
separate responses by the head of 
the family, his wife, and one child 
between 14 and 21 years of age. 
A total of 4,000 completed inter- 
views is expected to form the basis 
for the findings. 


Cappel, MacDonald Issues 
1950 Edition of Prize Book 
Cappel, MacDonald & Co., Day- 
ton, has issued its 1950 “Prize 
Book” for sales campaigns and 
contests, which contains 1,460 na- 
tionally advertised items ranging 
from $1 to more than $500 in cost 
to campaign sponsors. 
Departmentalized in 14 sections, 
each item is keyed alphabetically 
to its description on the same page. 


Drops Automobile Account 

Lockwood-Shackelford Co., Los 
Angeles, has resigned the account 
of Taylor Automobile Co., Los An- 
geles, effective March 1. It will 
soon add another automotive ac- 
count on the coast. 


FC&B Appoints Spencer 

S. S. Spencer Jr. has been ap- 
pointed director of West Coast ra- 
dio and television for Foote, Cone 
& Belding, Hollywood office. He 
succeeds the late Arnold Maguire. 
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Linkman Blesses 
All Pipe Smokers 


Cuicaco—Full-page, b&w ads 
thanking agencies, editors, photo- 
graphers, cartoonists and all who 
display to the public pictures of 
men smoking pipes, will be spon- 
sored this spring by M. Linkman 
& Co. 

According to R. J. Dean, of Link- 
man, ads will appear in six to 
eight national magazines, includ- 
ing Collier’s, Outdoor Life, The 
Saturday Evening Post, Sport and 
True, The ads will be run from 
March or April until Father’s Day 
in June. 

M. Linkman Co., which makes 
Dr. Grabow pre-smoked pipes and 
Hollycourt pipes, says in the ad 
that the man who smokes a na- 
tionally adveriised brand is the 
best pipe salesman in America. 

Simons-Michelson Co., Detroit, 
is the agency. 


Appoints Frank Ransier 

Frank Ransier has been named 
vice-president and sales manager 
of Artcraft Lithograph Co., De- 
troit. He has been owner and gen- 
eral manager of Ransier Studio, 
Detroit, which organized in 1935. 
Mr. Ransier will continue to re- 
tain his interest in Ransier Studio. 


NN 
If it’s fine detail 
you demand... 
then try 


FINE OFFSET PRINTING 


The Veritone Co., 2701 Lehmann Court 
Chicago 14 EAstgate 7-8885 


WARMUP—At Henri, Hurst & McDonald’s housewarming in the Chicago agency’s 

new quarters in the LaSalle-Wacker Bidg., Hostess Evelyn Gorsuch (left) welcomes 

Paul Flavin of Puck—the Comic Weekly, while Gladys Richardson, head receptionist, 
puts a carnation in the buttonhole of Marvin Harms of H. W. Kastor & Sons. 


Block TV Time 
Sales Hit by 
Representatives 


New YorK—‘“When the networks 
begin to encroach on spot busi- 
ness through any of the many cur- 
rent devices that they are trying, 
they are starting a practice which 
knows no end,” the National Asso- 
ciation of Radio Station Repre- 
sentatives asserted in a letter made 
public today (Feb. 27). 

The letter, mailed to all inde- 
pendently owned TV stations, over 
the signature of T. F. Flanagan, 
managing director of the associa- 
tion, was occasioned by the Du- 
Mont Television Network’s com- 
plaint filed with the FCC against 
monopolistic practices. 

DuMont’s complaint was an at- 
tack on National Broadcasting Co.’s 
plan for a 2%-hour Saturday night 
show (AA, Feb. 20). 

“The FCC has repeatedly stated 
its determination to see to it that 
the independently owned station 
must keep in position to compete 
with the network for the business 
of the national advertiser,” the let- 
ter stated. 


ws “The only way in which the in- 
dependently owned station can 
compete for national business is 
through the sale of time on sta- 
tion breaks, minute announcements 
and other short time units, the 
sale of time to national advertis- 


THE HIGH INCOME FARMS 


IN THE TOP 
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Sey or 


RECEIVE IOWA’S 
ATTRACTIVE FARM 

MAGAZINE EVERY MONTH 

Your sales message is read by the 
farmer and his wife in 130,000 farm 
families. . . . 70% of all farms in 
jowa. . . . Compare the cost. Write 
for complete information today. 
The lowa Bureau Farmer, Des Moines, lowa 


ARM STATE 


IOWA BUREAU FARMER 


ers in participatign shows, the sale 
of local news program time and 
service, the sale of station pro- 
duced programs to national adver- 
tisers, and the sale of otherwise 
produced programs to national ad- 
vertisers in station time. 

“The DuMont complaint against 
monopolistic practices by networks 
in television broadcasting brings 
to a focus the whole question of 
national spot advertising in tele- 
vision. 


ws “In the first place, no television 
station can live on the few pennies 
out of the advertiser’s dollar that 
it nets from a network sale of 
time. It must have station time for 
local advertisers and national spot 
advertisers. It must have the sta- 
tion break time for its own sale. 
It must, to exist, get a consider- 
able revenue after all expenses on 
local business, and it will depend 
in great measure upon national 
spot business with its high net re- 
turn. 

“The network can claim a much 
larger proportion of your broad- 
casting time for television than it 
could for AM. Yet it is well rec- 
ognized by the leading authorities 
in the advertising business that for 
many reasons national spot adver- 
tising is likely to be a much larger 
proportion of television time sales 
than it is in AM. This is fortunate 
for the station because the larger 
its proportion of national spot in- 
come, the better its financial 
health. 


es “NARSR members represent 63 
television stations now operating. 
Our members are organizing their 
sales and promotion and service to 
develop spot television business in 
the soundest and largest way. Our 
members have exactly the same fi- 
nancial problem that you have. 
Currently they are uniformly los- 
ing money on their television op- 
erations, but they are expanding 
their efforts just as you are, with 
the confident knowledge that tele- 
vision is going to be a spectacular 
new medium, most serviceable to 
the advertiser in selling his goods 
in large volume at low cost. 

“The danger to what is obvious- 
ly a healthy future for spot te'e- 
vision is in these attempts of the 
network to encroach upon spot 
business. The services of a net- 
work are understood by all and 
need no defense. It is this moving 
in on national spot business to 
which we object.” 


Help With Bond Drive Plans 

The Independence Savings Bond 
Drive, scheduled for May 15-July 
4, will use “Save For Your In- 
dependence” as the campaign slo- 
gan and the Liberty Bell as the 
symbol. Plans for newspaper par- 
ticipation were developed at a 
one-day conference Feb. 20 in 
Washington, of treasury officials 
and the treasury advisory com- 
mittee of the National Newspaper 
Promotion Association. 


Join Staniford-Sandvick 

Harl Werneke, Maurice Kursh, 
Bruce Butte and Dick Danner have 
joined Staniford-Sandvick Adver- 
tising Artists, San Francisco. 


; 


Advertising Age, February 27, 1959 


Hartford 
Times publisher and chairman of 
the Connecticut State Development 


Francis S. Murphy, 


Commission, is spearheading a 
fight to persuade Metro-Goldwyn- 
Mayer against making a proposed 
“Yankees in Texas” movie. It 
would be based on the removal of 
the Chance Vought aircraft plant 
from Stratford, Conn., to Dallas. 

In a letter to M-G-M, Mr. Mur- 
phy says the film would be harm- 
ful to Connecticut and that it prob- 
ably would have “a lot of propa- 
ganda in it for Texas.” He sent 
along advertisements which his 
state has run to point out its ad- 
vantages to industry. 

ee e« @- 

Grey Advertising Agency, New 
York, is going to lose the Gruen 
Watch Co. account, which it ac- 
quired three years ago from Mc- 
Cann-Erickson. Gruen has been 
pleased with Grey but the Cin- 
cinnati company wants a_ top 
agency closer to home. Bernard 
Kliman, director of advertising, 
confirmed to AA last week that 
Gruen is interviewing several Cin- 
cinnati agencies. 

e ee 

Sheldon Heiman, 6747 Chappel 
Ave., Chicago, is only $25,000 or 
$50,000 away from becoming a 
publisher again. With four friends, 
a couple of years ago, he started the 
short-lived Collegian, a monthly 
with college circulation. Now he’s 
on the way back, getting ready to 
publish a national fashion maga- 
zine for women in the 18-22 age 
bracket. It’s understood he has a 
good two-thirds of the necessary 
financial backing, has the distribu- 
tion (200,000 guaranteed circula- 
tion to start), the printing facili- 
ties, and even some advertising 
lined up. It will be a monthly, 
sidestitched, with a $750 basic rate 
for b&w page. 

e © @ 

The Welander-Quist Co., Min- 
neapolis funeral director and un- 
dertaking concern, is an account of 
Graves & Associates, Minneapolis 
agency. 

e ee 

American Business Men’s Re- 
search Foundation, Chicago, is 
still going strong in its work to 
correlate anti-liquor and anti-beer 
activities for various affiliated 
groups. It’s been in operation for 


more than two decades. Fred D, L 
Squires, research secretary, tolq 
AA last week to watch for further 
promotional activity. 

“Things are brewing,” as Mr. 
Squires put it. 

ee © @ 

Hubert W. Craddock, advertising 
manager, Champion Sparking Plug 
Co. Ltd., speaking to admen ip 
Leeds, England, has estimated that 
£85,000,000 ($238,000,000) is spent 
on advertising yearly in Great 
Britain. : 

ee @ e 

An ingenious plan to increage 
advertising by banks has been put 
in action in Kentucky by Ralph 
Fontaine, executive secretary of 
the Kentucky Bankers Association, 
Finding that less than half of Ken- 
tucky banks advertise in their 
local newspapers, he has worked 
out a mat and copy service plan 
with the cooperation of no less 
than the U.S. Treasury Depart- 
ment. 

Treasury is supplying free mats 
and copy now to Kentucky bank- 
ers, each ad layout arranged to 
carry a large plug for the bank and 
a small one for U. S. Savings bonds. 
Only cost to the banks is for news- 
paper space. 


Port of Seattle Wins 
Paul Bunyan Award 


The Port of Seattle, which last 
year put on its biggest advertising 
and public relations program, won 
the sixth annual Paul Bunyan 
award of the Seattle Chamber of 
Commerce for “the best job of fo- 
cusing favorable national atten- 
tion upon the City of Seattle dur- 
ing 1949.” John Haydon is director 
of the Port’s public relations and 
Wallace Mackay Co. handles the 
account. 

Boeing Airplane Co. was a run- 
ner-up for the Paul Bunyan trophy. 


To Air New Western Show 


Phillips Petroleum Co. has signed 
to sponsor a new western show, 
featuring Rex Allen, to be heard 
on 64 CBS stations in midwestern 
markets where the company has 
pumps. The show will have an 
audience participation and give- 
away format. The first broadcast 
will be March 17. The show is 
packaged by Raymond R. Morgan 
Agency, Hollywood. Lambert & 
Feasley, New York, is the Phillips 
agency. 
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Advertising Age, February 27, 1950 


WwW. W. MACGRUDER 

DenveR—W. W. MacGruder, 54, 
head of the agency bearing his 
name, died here Feb. 13 following 
a brief illness. 

Mr. MacGruder, who had only 
a grade school education, worked 
his way up in advertising after 
serving overseas in World War I. 
He had served as advertising man- 
ager of United Lead Co. in New 
York and with an agency in Texas 
before setting up the W. W. Mac- 
Gruder Advertising Agency here 
13 years ago. 

A deeply religious man, Mr. 
MacGruder contributed much to 
charitable and civic causes here in 
recent years. Survivors include 
Robert D. MacGruder, a brother, 
who is secretary-treasurer of the 
agency. 


FRANK A. WELLMAN 

Bryn Mawr, Pa.—Frank A. 
Wellman, 51, radio executive and 
advertising counselor, died Feb. 17 
at Bryn Mawr Hospital. He was 
part owner of Station WLAB, Le- 
banon, Pa., and formerly was with 
WTTM in Trenton, N. J. He had 
maintained a radio advertising 
agency in Philadelphia since 1927. 


EARLE PEARSON 


New YorK—Earle Pearson, 64, 
director of special services of the 
Advertising Federation of Amer- 
ica, died Feb. 18. 

Born in Nebraska City, Neb., 
Mr. Pearson was graduated from 
the school of journalism of the 
University of Missouri in 1910. 
After work on the St. Louis Post- 
Dispatch, he became executive sec- 
retary of the Advertising Club of 
New York. In 1921 he joined the 
Advertising Federation of America, 
and in 1926 became its general 
manager. 

He directed 24 national and two 
international advertising conven- 
tions, the latter in London in 1924 
and Berlin in 1929. More recently 
he had promoted high school essay 
contests on advertising and na- 
tional campaigns to promote public 
understanding of advertising. 


ROY A. PRATT 

PeorIA, ILL.—Roy A. Pratt, 53, 
national advertising manager for 
Peoria Newspapers Inc. since 1944, 
and formerly national ad manager 
of the Peoria Journal-Transcript, 
died last Monday. 

Prominent for his activities in 
the promotion of newspaper ad- 
vertising, Mr. Pratt served 22 years 
with the Journal-Transcript before 
taking over the national accounts 
of Peoria Newspapers Inc., pub- 
lishers of the Peoria Journal and 
the Star. 


STRINGHAM STEVENS 

Sat LaKE City, UTaH—String- 
ham A. Stevens, 65, president and 
general manager of Stevens & Wal- 
lis Inc., died Feb. 11, after a linger- 
ing illness. A leader in the Utah 
printing industry, Mr. Stevens was 
publisher of the Utah Farmer and 
a director of the Western Associ- 
ated Farm Papers, which functions 
in eight western states. 


ARTHUR VAN UTT 

ScarspALeE, N. Y.—Arthur G. Van 
Utt, for 25 years treasurer and fis- 
cal director of Erwin, Wasey & Co. 
in New York, died at his home here 
Feb. 20. Since his retirement from 
Erwin, Wasey in 1945, Mr. Van Utt 
Was an advertising agency con- 
sultant. 


FREDERICK GEISLER 

Cuicaco—Frederick W. Geisler, 
65, former account executive with 
Ruthrauff & Ryan here, died last 
Tuesday of a heart attack. 

Mr. Geisler began his advertising 
career in 1911 with N. W. Ayer & 
Son. Later he joined Charles H. 
Fuller, became a partner of 
Thomas F. Logan and joined Lord 


eee 


merged. Mr. Geisler served with 
Ruthrauff & Ryan as an account 
executive for 15 years until he be- 
came ill and retired two years ago. 


CHRIS LYEKE 

San Francisco—Chris Lykke, 48, 
owner of Chris Lykke & Associates, 
public relations organization, died 
at his home here Feb. 16, of a 
heart attack. 


Marks Negro Newspaper Week 


The Negro Newspaper Publish- 
ers Association is conducting the 
eighth annual Negro Newspaper 
Week, Feb. 26-March 4. Emphasis 
is being placed upon the Negro 
press as “an original source of in- 
formation about the 15,000,000 
Negroes whose rights are at is- 
sue in the current civil liberties 
controversy.” 


Smith to Exhibit Builders 

Sam K. Smith, formerly with 
Ivel Corp., has been named vice- 
president of Exhibit Builders Inc., 
De Land, Fla. He will be in charge 
of all sales activities, making his 
headquarters in New York. 


i Bl, aie Fe On eee et eee ee 


Philadelphia TV 
Show to Have Paid 
Rehearsal Audience 


PHILADELPHIA—A new series of 
weekly dramatic programs in 
which stage classics are edited 
down to hour-long versions for 
presentation both before a live 
audience and on television, has 
been scheduled by Station WFIL- 
TV. 

If successful, this could set a 
pattern for paid audiences at tele- 
vision shows. 

It is believed to be the first TV 


Saturday. Then on Monday, with- 
out the audience and with stage 
jitters dispelled, the TV show will 
be held in the theater. 

Plays of Ibsen, Shakespeare, 
Molier, Wilde and Goldsmith will 
be produced. 


Appoints Robotham Agency 


Spencer Turbine Co., Hartford, 
Conn., has named Edward W. Ro- 
botham & Co., Hartford, to direct 
the advertising and sales promo- 
tion of its commercial vacuum 
cleaner division, effective April 1. 
The advertising of all other Spen- 
cer divisions will remain with W. 
L. Towne Advertising, New York. 
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Irwin Appoints Culbertson 


Robert Culbertson, formerly ad- 
vertising manager of Tele-Views, 
has been named an account execu- 
tive of Irwin Co., Beverly Hills, 
Cal. The agency has been ap- 
pointed to handle the advertising 
and publicity of Town & Country 
Market, Los Angeles. 


Kohn to ‘Grier's Almanac’ 


George M. Kohn Jr., formerly 
with Dittler Brothers, Atlanta, has 
been appointed general manager 
of “Grier’s Almanac,” published by 
John B. Daniel Inc., Atlanta. Mr. 
Kohn will have charge of produc- 
tion, advertising and distribution. 


programming to be tailored speci- 
fically for both: theater patrons 
and television viewers. 

Starting March 6, the series will 
be televised Monday evening at 
8:30 from the Berwyn Playhouse 
in that nearby town. It will be 
called “The Berwyn Playhouse.” 

Paid admission audiences will 
attend each of seven dress re- 
hearsals carried on at the play- 
house each Thursday, Friday and 


SAN JUAN 


270 Park Avenue 


EL IMPARCIAL 


. PUERTO RICO 
Popular morning daily, covers Puerto Rico, 
prosperous American dollar market 


National Representative 


EDWIN SEYMOUR, INC. — 
New York 17, N. 
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This is a photograph of a 
Reilly Duramatrix from 
which Reilly Plastictypes are 
made. It can be imitated, but 
not equaled—for only four of 
our people know the secret of 
its ingredients. We guarantee 
depth retention! No detail is 
too minute to be faithfully 
duplicated. 


Open areas in the metal 
pattern plate are routed 
to a guaranteed depth of 
55/1000 of an inch. Hand 
finishing is done to rigid 
photo-engravers’ standards. 
Metal pattern plate is molded 
in Vinylite. We can prove 
Vinylite a more faithful me- 
dium than lead. 


After Duramatriz is covered 
with Vinyl powder, heat and 
pressure are controlled by in- 
genious electronic device we 
developed during seven years 
of pioneering plastic plates. 
We guarantee that every 
Reilly Plastictype is tested 
under maximum pressure 
and scrupulously inspected! 


These critical differences be- 
tween a Reilly Plastictype 
and an ordinary plastic plate 
make a critical difference in 
results. Tear-sheets prove 
Plastictypes superior in 
every respect to the finest 
newspaper electro! So 400 
national newspaper adver- 
tisers have used 4,000,000 
Reilly Plastictypes! 
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Advertising in the Test Stage 


MILKAP, FOR OPENING 
MILK CANS, TESTED 

PorTLAND, OrE.—A direct sales 
test via magazine advertising is 
planned for Milkap, a patented 
milk can opener, currently being 
tested in grocery and _ variety 
stores here. 

Searcy Advertising Agency has 
been named to handle advertising 
for the product, developed by 
Richard Kinley, president of K&S 
Distributing Co. Made of plastic, 
in attractive colors and with two 
non-corrosive steel points for 
puncturing a condensed milk can, 
the Milkap is designed to replace 
the old fashioned ice pick. It ends 
possibility of hand cuts and pro- 


NEW JERSEY'S FOURTH LARGEST MARKET 


Bayonne. . EATS WELL 


Bayonne...CANNOT BE SOLD 
FROM THE OUTSIDE 


. the residents of Bayonne spend 36% 
more for food than the national average. $292.00 
per person is spent annually in Bayonne for FOOD 
alone. Get your share of this premium market by 
using The Bayonne Times—99.85% of its circula- 
tion is concentrated in the City of Bayonne . 
No other paper or combination of papers can 


sell Bayonne. 
Source: Sales Management 
Send for the TIMES Market Data Book 


THE BAYONNE TIMES 
NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 
295 Madison Ave., W.Y, + 228 N. LaSalle $t., Chicago 


Yes... 


vides a cover for the opened milk 
can. 

Ads in magazines will be sched- 
uled as distribution to metropoli- 
tan centers is worked out. Pack- 
aged by the dozen, or individually 
in cellophane, the caps are priced 
at 29¢ each. 


REAL GOLD RUNS ADS 
IN SEATTLE PAPERS 

SeaTTLe—A test advertising cam- 
paign for Real Gold quick frozen 
orange juice opened in Seattle in 
mid-February and is scheduled to 
run six weeks. It is the first heavy 
promotion for frozen orange juice 
in Seattle. 

Two-color 1,000-line newspaper 
advertising opened the drive in 
Seattle dailies. This is being fol- 
lowed by 600-line ads. Radio and 
one-minute television spots are 
being used. 

Real Gold, made by Real Gold 
Citrus Products, Redlands, Cal., 
emphasizes use of California Val- 
encia oranges. 

J. Walter Thompson Co. handles 
the account. 


TESTS CREAM CHEESE 

PHILADELPHIA—A test campaign 
in Philadelphia newspapers and 
television stations for the pack- 
aged cream cheeses of East Smith- 
field Farms Inc. will begin March 
15. 

The initial campaign will then 
be expanded into major cities 
along the Eastern Seaboard and, as 
distribution increases, into cities 


-|in the Midwest and West. Gray 


& Rogers, Philadelphia, is the 
agency. 

The new campaign follows initial 
tests by the company with its plas- 
tic-packaged cream cheese, cream 
pimento, cream relish and cream 


scallion. 


Keep Your Eyes 


REPORTED 


ment board reports. 


other cities in the state and 


for the area this year... . 


retail an 


610,165 last year. In 1948, 


in 1948. 


THE CHARLESTON EVENING Post’ 


The News and Courier 


(This item in the NEWS AND COURIER of 
Monday, February 6, 1950, tells its own story) 


INDUSTRIAL UPSWING 


Charleston in 1949 showed an upswing in industrial pay- 
rolls and value of manufactured products, and held its own 
against other Southeastern cities, the Charleston Develop- 


A. M. Field, director of the development board, viewed 
the report and 1950 prospects with optimism. 


“We have been running constantly ahead or even with 


years,”’ he said. ““We should hold our own in 1950.” 
He said the board is optimistic about additional industries 


He pointed to a recent Federal Reserve board report 
from Richmond which placed Charleston on the top of 
Southeastern cities in department store sales. 

The aap shows payrolls for manufacturers, wholesale, 

service employes at about $9,585,719 last year. 
In 1948, value of manufactured products here was $94,- 
245,870, but that jumped to $101,628,813 in 1949. 

Comparative figures for the naval base and shipyard 

showed 5,240 workers earning an annual payroll of $22,- 


$20,273,146. The gain last year in payroll was more than 
two million dollars, although there was a drop in the num- 
ber of workers near the end of the year. 

On other financial fronts, postal receipts picked up from 
1948's total of $713,571 to $793,870 last year. 

Other development board statistics revealed 1,850 more 
automobiles registered in the county last year than in 1948 
when the total was 25,469; and 3,148 new telephones in- 
stalled for a 1949 total of 31,160 as compared with 28,012 


CHARLESTON’S 1949 ABC CITY ZONE 
POPULATION 130,693 — LARGEST 
IN THE CAROLINAS 


On Charleston! 


FOR CHY 


the Southeast during recent 


some 7,677 workers earned 


CHARLESTON, SOUTH CAROLINA 
REPRESENTED BY THE JOHN BUDD CO, 


“SETA a RE eR mR RE NNR ta 


PROMOTION WINNERS—C. M. Robertson (right), president of Ralph H. Jones Co., 

Cincinnati, shows one of the plaques presented to winning stations in a contest for 

promotion of Kroger daytime serials. Left to right are J. R. Hall, president of 

Kroger Co.; John Sinclair, WCHS, Charleston, W. Va., one of the three top win- 

ners; Harry Brawley, WCHS; Jack Gelder, manager of the same station, and Mr. 
Robertson. 


Home Building Will 
Drop As Federal 
Lending Tightens 


CuicaGco—Proposed federal loans 
to aid housing cooperatives, and 
the nation’s public housing pro- 
gram adopted by Congress, will 
both die aborning if the National 
Association of Home Builders has 
its way. 

Last week 13,000 or more mem- 
bers of the builders’ association 
met in annual convention here to 
consider effective methods of fight- 
ing what they consider government 
encroachments on their business. 

Although Raymond M. Foley, 
head of the U. S. Housing and 
Home Finance Agency, pointed out 
that 1,000,000 new homes will be 
needed annually for years to come, 
doubt was raised that the number 
built in 1950 will come near to ap- 
proaching the estimated 1,023,000 
built in 1949. 

At a panel on financing, mort- 
gage experts said residential con- 
struction will drop much lower this 
year because Federal Housing Ad- 
ministration’s financial aid to lend- 
ers tightens considerably in March, 
under existing law. 


w Speakers agreed that costs are 
still rising and that, despite con- 
tinuation of the housing shortage, 
buyers are less and less willing to 
snap up anything with a roof on it. 

Kits of material explaining the 
evils of public housing were dis- 
tributed to members for use in 
waging a fight at the community 
level against the public housing 
program. 

“Your city council will be called 
upon to approve projects and to 
grant tax waivers and make other 
necessary arrangements,” warned 
Rodney M. Lockwood, Detroit, re- 
tiring president of the organiza- 
tion. “The time to act is when your 
housing authority starts to plan 
these projects.” 

Thomas P. Ccogan, Miami 
builder, was elected new president. 


ws The home builders also devoted 
attention to exhibits of about 700 
construction materials and devices, 
shown by 177 manufacturers dur- 
ing the week. 

Among various side meetings 
was one at which Better Homes & 
Gardens showed a large-scale mo- 
del of its January “dream home” 
to builders and department store 
representatives. The January home 
plan, one of a monthly series begun 
by BH&G in 1932, is understood 
to have sold—as $5 plan kits—at a 
rate ten times greater than any 
other in the series. 


Form New Colorado Network 
The Western Slope Network has 
been formed in Colorado and will 
begin operations around June 1. 
The key station will be KFXJ, 
Grand Junction. Other links in the 


ango; KUBC, Montrose; KRAI, 
Craig, and KGLN(CP), Glenwood 


Springs. 


new network include: KIUP, Dur- | 


WILLIAM CASTELLINI 


CINCINNATI—William A. Castel- 
lini, vice-president of Dinerman 
Advertising Agency here, died sud- 
denly in Columbus, O., Thursday. 
At one time he was manager of 
the civic department of the Cin- 
cinnati Chamber of Commerce. 


Libraries Association 
To Hold Lecture Series 


The New York chapter, adver- 
tising group, Special Libraries As- 
sociation, will launch a series of 
ten lectures tomorrow (Feb. 28) 
for librarians who are starting ad 
libraries and for assistants in ad- 
vertising libraries. Offered for the 
fifth time, the course will be given 
under the direction of Delphine V. 
Humphrey of McCann-Erickson. 

Admission will be limited to 
members of the advertising group 
of the Special Libraries Associa- 
tion who are currently employed 
in libraries of advertising agencies, 
advertising departments, research 
organizations, broadcasting com- 
panies, public relations organiza- 
tions, and publishers. Only two 
applications will be accepted from 
any one library. 


Brown & Bigelow Sues BB 

An alleged infringement on a 
ball point pen trademark is in- 
volved in a federal district case in 
St. Paul between Brown & Bige- 
low, St. Paul, and BB Pen Co., 
Hollywood, Cal. Brown & Bigelow 
charges BB Pen with infringing on 
the “BB” lettering which the St. 
Paul concern says it carried on 
some of its ball point pen adver- 
tising novelties. 


Sunday Papers’ 
Ad Gains Cause © 
Store Problems 


(Continued from Page 1) 
them our best merchandise offer. 
ings. My answer is that we give 
them our best because they pul 
better. It’s a question of which 
comes first.” 

He points out that in New York, 
retail and department store li 
increased 6% between 1938 and 
1948 in Sunday papers while de- 
creasing more than 6% in eve. 
ning papers. 


a Abraham & Strauss is one of 
the Federated Department Stores, 
In the cities where units of FD§ 
are located (Boston, Cincinnati, 
Milwaukee, Houston, Oklahoma 
City and Columbus, O.) the same 

end is evident. In Columbus, eve- 
ning retail linage dropped 18.5% 
while Sunday linage gained 14.6% 
in a 10-year period. For 25 leading 
cities, according to Tobey, the 
Sunday gain averaged 8.9% and 
the evening loss 14%. 

Mr. Tobey is worried about the 
physical size of Sunday newspa- 
pers. Sunday editions, he argues, 
are “actually getting beyond the 
physical limits of your readers.” 

Tobey, who is in charge of ad- 
vertising for A&S, a major Brook- 
lyn department store, asserts that 
figures he has seen from Media 
Records indicate that from 1938 
to 1948 the percentage of total de- 
partment store advertising in 
morning papers has gone up from 
25% to 27%, while evening papers’ 
percentage has dropped from 
57.2% to 47.5%, and Sunday lin- 
age has climbed from 17.8% to 
25.3%. 


=m The A&S executive concedes 
that mail order is an important 
aspect in Sunday editions’ gain, 
but he argues that the situation 
presents a serious problem to the 
stores which must take care of huge 
Monday and Tuesday business. 
“If this growth continues,” he 
says, “we may have to reorganize 
our advertising staffs so they can 
be prepared to take care of the 
peak load for the Sunday adver- 


tising.” 


... Life in the production department 


Here’s our best combination . . . with this wedding ring 
we furnish a cook! 


. Plates, that is! 


We furnish sharp, clear reproductions, when 
you order any one of our “‘best”” combinations 


LAKE SHORE 
PHOTO ENGRAVING CO. 


We, too, can give you flush mounted plates 
160 E. Illinois St., Chicago 11 * Phone SU. 7-8216 » Day, Night and Saturday Service 
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Advertising Age, February 27, 1950 


BofA Makes Ad of 
Jordan Marsh Co. 
Plug for Newspapers 


Boston—Newspaper advertising 
is the only medium that “permits 
advertisers to present their mer- 
chandise simultaneously before the 
same public” and at the same time 
“reach the greatest and most com- 
plete cross-section of the public,” 
according to Richard H. Edwards 
Jr., vice-president of Jordan Marsh 
Co. 

Mr. Edwards’ comments, made 
pefore the Advertising Club here 
recently, have been made the basis 
of a 1,500-line newspaper ad issued 
by the Bureau of Advertising, Am- 
erican Newspaper Publishers As- 
sociation, for use by member 
newspapers in their own columns. 

In addition to offering the ad, 
headed “One of America’s greatest 
retailers points the way to more 
sales at lowest cost,” the bureau 
is offering reprints for mailing by 
newspapers to local advertisers. As 
well, the bureau is itself mailing 
reprints to national advertisers 
and agencies. 


a “We do use the largest black- 
and-white newspaper advertising 
of any store in the world,” Mr. Ed- 
wards says in the ad. “History— 
and naked fact—is the best proof 
of whether our policy is correct. 
Sales results are better than com- 
petition by actual record, costs are 
as low or lower by actual mea- 


“Radio or television,” he con- 
tinues, “solicits by its program- 
ming an audience along lines of 
amusement or news and leaves 
such selection to the choice of the 
audience itself. But the newspaper 
presents all these features to all 
classes of people simultaneously.” 

Mr. Edwards contends that “the 
newspaper is the one great adver- 
tising medium that awaits the con- 
venience of the reader. A newspa- 
per ad lives for hours—sometimes 
for days. It is not received in a 
fleeting moment.” 

In conclusion, he says, “Agencies 
can learn a lesson if they will make 
a study of the advertising habits 
of some of America’s largest de- 
partment stores and their distri- 
bution of advertising dollars.” 


Christianson Gives 
Four Bits of Advice 
to Representatives 


Cuicaco—Newspaper represent- 
atives here were offered four sug- 
gestions Tuesday by E. A. Chris- 
tianson of Hills Bros. Coffee Co. 
to help them sell space. 

Before the Newspaper Repre- 
sentatives Association of Chicago, 
Mr. Christianson, regional vice- 
president for his company, said 
hewspaper space salesmen talk too 
much about their competitors. 
“Don’t worry about your own 
paper. It’s good enough,” he ob- 
served. 

Some space salesmen, he said, 
Promise to do too much for the 
advertiser. Hill Bros., he said, 
Simply wants a good printing job 
and good position. Newspapers 
need not offer a lot of special mer- 
chandising. 

He said that “once we use a 
Paper you often forget to call on 
us. We like to see you and can al- 
ways learn from you.” Mr. Chris- 
tianson also pointed out that in 

Own organization it is impor- 
tant to call on district sales man- 
agers, who have much to do with 
decisions on media. 

The Hills Bros. executive said 
newspapers serve his company 
better than any other medium be- 
Cause they (1) provide more flex- 
ibility, (2) offer more opportunity 
for tie-ins because grocers use 
newspapers most, and (3) have 
local representatives who com- 


mand much prestige. 


Last Minute News Flashes 


‘Newsweek's’ Largest Drive to Magazines 


New YorkK—Newsweek will launch its largest advertising campaign 
the first week in March with bleed spreads in The Saturday Evening 
Post, The New Yorker and advertising publications. Campaign will fea- 
ture nationally known individuals who will tell the Newsweek story. 
Ex-President Hoover will lead off. Previous campaigns were concen- 
trated in newspapers. Lennen & Mitchell is the agency. 


ASME Names Tucker As Publications Manager 


New YorK—S. A. Tucker, formerly standards manager of the Ameri- 
can Society of Mechanical Engineers, has been appointed publications 
manager in charge of all of the society’s publications. Frederick Lask, 
formerly advertising manager, has retired from active business, but will 
continue his connection with the staff on a consultative basis, and also 
will have charge of advertising for Mechanical Engineering. J. M. Clark, 
formerly catalog editor, becomes manager of the ASME Mechanical 
Catalog & Directory. 


A. C. Nielsen Jr. and Napier Promoted 


Cuicaco—A. C. Nielsen Co. has announced the election of A. C. 
Nielsen Jr. as administrative vice-president, and J. P. Napier as execu- 
tive vice-president. They will take over activites of Fred Leisch, execu- 
tive vice-president who recently resigned. 


Lippert to Manage New Titanium Company 

NEw YorkK—T. W. Lippert, manager of publications of the American 
Institute of Mining and Metallurgical Engineers, has resigned, effective 
March 13, to become general manager of the Titanium Metal Corp., a 
new company organized by the National Lead Co. and Allegheny Lud- 
lum Steel Corp. No successor to Mr. Lippert, formerly editor of the Iron 
Age, has been named. 


Revere Launches New Magazine Campaign 

New YorK—Revere Copper & Brass has launched a new campaign 
for Revere metals with full-page copy in the Feb. 25 issue of The Sat- 
urday Evening Post. Better Homes & Gardens, New York Times Mag- 
azine and Pathfinder are also scheduled. St. Georges & Keyes handles 
the account. 


True Story Women’s Group Guarantee Drops 

New YorkK—Macfadden Publications will reduce the True Story 
Women’s Group guarantee from 5,250,000 to 5,000,000, effective with 
the April issues. Rate is reduced from $11,400 to $10,855 for a b&w 
page. Macfadden explained the move as an answer to trend of drop- 
ping newsstand sales, and increased subscriptions of major magazines. 
While in a position to maintain its present circulation, Macfadden 
maintains that this approach to magazine sales is the best means of ser- 
vicing advertisers. 


‘Reporter’ Account Goes to Reichner Agency 


New YorK—Morgan Reichner Inc., recently formed advertising con- 
sultant, will place advertising for The Reporter, through William Von 
Zehle & Co. The account formerly was handled by Buchanan & Co. 


GF to Name New Agency for New Product 


New York—General Foods Corp. is expected to name a new adver- 
tising agency for a new product next week. It is not believed that GF’s 
present agencies—Young & Rubicam, Benton & Bowles, and Foote, 
Cone & Belding—will be changed. 


Vick Promotes MacDonnell; Other Late News 


Vick Chemical Co., New York, has appointed Russell A. MacDonnell, 
previously a division ad manager, as Sofskin manager of Vick Products 
division, to succeed J. F. McClure, who recently joined Kenyon & Eck- 
hardt as a merchandising account executive. 


e Neither Pepsi-Cola Co., New York, nor its agency, Biow Co., would 
comment on plans for the introduction of Pepsi-Cola in cans, which 
is said to be imminent. 


e Crosley Division, Avco Mfg. Corp., will bow out of TV for a while 
(until fall, at least) after the ““This Is Show Business” telecast of March 
26 on CBS. Benton & Bowles is the agency. ; 


e William H. Haze, former ad director of Los Angeles Mirror, is Pa- 
cific Coast manager of Fawcett Publications, replacing Hap Houston, 
who stays on Faweett’s sales staff in Los Angeles. 


e Walter Duncan, formerly vice-president in charge of sales, WSNY, 
Schenectady, has been appointed sales manager of WPIX, New York, 
replacing Scott Donahue, who resigned as acting sales manager of the 
TV station. 


e Green Spot, Los Angeles, maker of Green Spot orangeade, which has 
been:sponsoring “Surprise Package” daily on ABC’s Pacific Coast sta- 
tions, is expanding its coverage eastward with a network of 70 sta- 
tions. Philip J. Meany Co. is the agency. 


Revises Directory 


The educational division of Field 
Enterprises Inc., Chicago, has com- 
pletely reset and revised the ‘“Pat- 
terson’s American Educational Di- 
rectory,” which was purchased last 
year by Marshall Field from Ho- 
mer L. Patterson. The directory 
carries advertising. The rate for 
industrial advertisers is $200 a 
page and for school announce- 
ments, $125 a page. The directory 
will be marketed by direct mail. 
Field’s other two publications— 
“The World Book Encyclopedia” 
and “Childcraft’”—are sold by au- 
thorized representatives. 


Test Multicam Process 


Last week, Jerry Fairbanks Inc., 
Hollywood, tested its Multicam 
process on the “Silver Theater.” 
The show was originally scheduled 
for “live” presentation on cable 


Ty gna 


stations and kinescoped for other 
stations: Viewers, especially those 
in areas serviced by kinescope re- 
cordings, will be checked for their 
reactions. The cost of shooting the 
show was said to be approximately 
the same as if it had been pre- 
sented “live.” 


Tidy-House Names Harris 


Robert M. Harris, formerly ac- 
count executive in the New York 
office of W. B. Doner & Co., has 
been named director of advertising 
of Tidy-House Paper Products 
Inc., Brooklyn. 


MacGruder Remains the Same 


W. W. MacGruder Inc., Den- 
ver, has announced there will be 
no changes in any of the accounts 
or personnel as a result of the 
death of W. W. MacGruder (AA, 
Feb. 20). 
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LIFT—Compton Advertising, serving as 
Red Cross fund task agency, prepared 
this year’s plan book of ten ads to aid 
the Red Cross in obtaining sponsored 
space and radio time during March. 
Philip J. Kelly, advertising director of 
National Distillers Products, is serving 
for the second year as volunteer co- 
ordinator on the campaign. 


‘Saturday Night’ 
Set for Feb. 25 
on NBC-TV Net 


New York—“Saturday Night 
Review,” NBC-TV’s 2% hours of 
vaudeville, was set to start as 
scheduled Saturday night (Feb. 
25) despite an earlier warning 
from the FCC about the block pro- 
gram. 

The initial program was to be 
sustaining, NBC having advised af- 
filiates that “in view of objections 
raised by the FCC to the contract- 
ual arrangement covering the Sat- 
urday night TV plan,” it was 
“withdrawing the previous order 
for commercial time and releasing 
them from obligation.” 

Between 16 and 18 stations were 
to have carried portions of the first 
program. 

“Saturday Night” started sus- 
taining despite earlier orders from 
United Fruit and RCA Victor (and 
an unannounced one from Swift 
& Co.). NBC continued to make a 
heavy sales pitch for participations 
on the show. 

Advertising announcements or- 
iginally were to have been rotated 
throughout the 190 minutes of the 
show, but the latest revision will 
offer one-minute spots to rotate in 
each half-hour period at the out- 
set. When sponsors are lined up for 
any half hour, stations will be in- 
formed of the identity of the ad- 
vertisers and will be offered a half 
hour of commercial time. 

When 15 clients are signed, Jo- 
seph H. McConnell, president of 
NBC, explained, the “announce- 
ments will be rotated throughout 
the entire 24-hour period.” 


AMA ‘Journal’ Blasts 
Antihistamine Ads 


No scientifically acceptable 
study has proved the effectiveness 
of antihistamines for control of the 
common cold, the American Medi- 
cal Association’s Council on Phar- 
macy and Chemistry contends. The 
Journal of the AMA, reporting the 
council’s finding Feb. 25, declares 
sales of antihistamines may hit 
$100,000,000 this year. 

“Advertising is a part of our 
everyday life, and we accept it for 
what it is,” says the Journal. 
“Properly employed it plays an im- 
portant part in the marketing of 
goods, but drivel such as some of 
the pleas for over-the-counter an- 
tihistaminics should not be thrust 
on the American public.” 


CAB Schedules Annual Meeting 
The annual meeting of the Cana- 

dian Association of Broadcasters 

has been scheduled for March 27- 

Fos at the Hotel General Brock, 
ia Para I a ©) ‘ 


Several Lever 
Execs Qut; Cut 
in Pay Rumored 


(Continued from Page 1) 
Lever as a consultant after his 
retirement. 

At Lever’s executive headquar- 
ters on Park Ave., Thomas A. 
Gonser, director of personnel and 
public relations, told AA he had 
no information as to further res- 
ignations in the company. Ques- 
tioned as to his own status, Mr. 
Gonser replied: 

“I deny all rumors to the effect 
that I am out of the company— 
yet.” 

James A. Barnett, vice-presi- 
dent in charge of advertising, 
flatly denied that he would resign 
May 1. 


s Announcement of the latest Le- 
ver resignations, which had been 
bottled up in “no comment” com- 
ments at both the company and the 
individual level, was finally forced 
into the open last week through a 
combination of peculiar circum- 
stances. 

Mr. Scowcroft’s affiliation with 
Campbell Soup Co. was released 
by that company before either 
Scowcroft or Lever had an- 
nounced his retirement from the 
soap company. And in Chicago on 
Thursday, Charles Luckman made 
the first public revelation of other 
resignations at a luncheon given 
him by Wm. J. Kelly, LaSalle St. 
financier, to which the press was 
invited. 


gs Speaking “off the record,” and 
obviously without consultation 
with the individuals involved, Mr. 
Luckman said he had heard there 
were several additional resigna- 
tions, including that of Henry 
Woulfe, former Pepsodent presi- 
dent and for the past couple of 
months vice-president in charge 
of midwestern operations for Le- 
ver. Mr. Woulfe, who had left for 
a brief Florida vacation the day 
before, had refused to confirm or 
deny his resignation to AA pre- 
viously. 

He subsequently told AA, how- 
ever, that he was embarrassed by 
the Luckman “off-the-record” 
comment, that he had resigned as 
of Feb. 15 and had been asked to 
stay until May 1, which he is doing, 
and also that he had requested 
Lever’s New York headquarters to 
make his resignation public early 
last week. 


Don Harway to ‘The Plant 


A. R. Maujer, who recently left 
Industry and Power, of whch he 
was publisher, to start The Plant, 
St. Joseph, Mich., has announced 
that Don Harway & Co., Pacific 
Coast representatives of Industry 
and Power, will hereafter repre- 
sent The Plant in that territory. 
He also reported that six members 
of the editorial advisory board of 
his former publication have ac- 
cepted appointments on the editor- 
ial advisory board of The Plant. 


Bunte Signs tor TV Show 


Bunte Brothers, Chicago candy 
manufacturer, has signed for a 
half hour television show on 
WNBQ, Chicago. The show, “Cac- 
tus Jim,” featuring western mov- 
ies, will be televised Wednesdays 
from 5-5:30 p.m., starting March 
1. Newspapers will be used to sup- 
plement the program. Schoenfeld, 
Huber & Green, Chicago, is the 
agency. 


KTTV Appoints Two 


Tom Corradine, formerly head 
of distribution of Embro-Madison 
Television Corp., Hollywood, has 
been appointed director of film 
of KTTV, Los Angeles. Harold 
Azine, formerly with KLAC-TV, 
has been named producer-director 
¢ ‘. 
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Ross Roy Films 
Plug ‘American 
Way’ Exclusively 


Detroit—A program by which 
industrial and business companies 
can sell America’s economic system 
to employes, schools and com- 
munity groups through the use of 
colored sound slide films will be 
launched soon by Ross Roy Inc., 
Detroit agency. 

The program will be made avail- 
able to every business and indus- 
trial company in the country, ac- 
cording to Ross Roy, president. He 
said each film will be a complete 
story in itself, but will also have 
the “series effect” of building a 
historical argument for the Amer- 


WHY OVERLOOK 
10 BILLION $$$ 
WORTH « SALES! 


Wake up! 15 million American Negroes 
buy food, drinks, drugs, cosmetics, 
other products. They have 10 billion 
dollars to spend! Tell them what you 
have to sell. The best way is through 
Race publications, the Negroes’ own 
newspapers and magazines. Through 
them you make friends with the most 
loyal customers in the world. Tremen- 
dous profits are made through adver- 
tising to this great and growing mar- 
ket. For full details write Interstate 
United Newspapers, iInc., 545 Fifth 
Ave., N. Y., serving America’s leading 
advertisers for over a decade. 
NOTE: We now have facts compiled by the 

® Research Co. of America on brand 
preferences of Negroes from coast to coast, 
the only study of its kind ever made, Write now 
for this free information, 


ican economic system. 

His program takes a new ap- 
proach to economic education. 
Each film has been written in an 
easy-to-understand manner, “at 
the teen-age level.” To explain the 
fundamentals of economics, they 
take the typical American family 
of “Tom Smith” back through his- 
tory to show the constant struggle 
for freedom. 


ws One film shows that the free 
democracy of the Athenians and 
the communistic state of the Spar- 
tans of ancient Greece contrasted 
in much the same way the United 
States and Soviet Russia do now. 

Mr. Roy feels that by letting 
history tell the story of the fight 
for freedom, the program avoids 
the criticism that it is “big busi- 
ness” propaganda. Each film is 
based on historical fact, and the 
facts were verified through a re- 
search program conducted by the 
agency. 

For years, Ross Roy Inc. has spe- 
cialized in using simple illustra- 
tions to dramatize the many slide 
films it makes and this same tech- 
nique has been applied to the new 
series. 

The program will be offered 
subscribers in a package forin of 
six films, including six records 
and 25 “take home” booklets re- 
viewing each film. The cost will 
be $250 for the series. Additional 
booklets are available at a nominal 
cost. Those purchasing the series 
will not be restricted in any way 
in their showing of the films and 
may resell or rent them out to 
other groups. 


w Mr. Roy described the program 
as “a continuing effort in the fight 
to educate Americans to the fact 
that if economic freedom is de- 
stroyed, all other freedoms will be 
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Dominant radio creme in central Ohio 
is WBNS plus WELD-FM. This 
market has a “— of $735, 533,000 . 
And most of ee I 

ee That ‘is is +4 


Ohio. 
this station has 
again by local and national a 
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rofitable selling job in central 
e tremendous selling power of 
been proven again and 

dvertisers. 


ASK JOHN BLAIR 


Company, The Charter Oak Fire Ineurence 


He wall be unterested in hearing from you which of these messages is easier for you to read. 


MORAL INSURE »The Travelers QLL FORMS OF INSURAMCE AND SURETY BONDS 


‘The Travelers Ineurance Company, The Travelers lademnicy 


Which is easier for you to read? 
ear eR 
‘Tests at whew that is much 
a Texas type set conee 
allege like this tw read 


than type set like thir—the way you are accustomed \ reading it in books, newspapers, 


and magazines. 
So we are printing this message buth ways so every father im the land can have » chance 

to read it the eassest possible way” 

THIS? ile that whether Wyouw you pay 
Tasur ase has to be oF pot buy for it 
0 comething paid for is bought. it, in dullars, 
Ifyou your son by ging fon a ot your 
don't buy may have 10 up hus college daughter may. 
it, pay for ix amdatene education , be cumpelted 
ty sacrifice and because she 
her dreams 2 faruly has to support 
of a home of ber uwn a widowed mother. 


OR THIS? Life Insurance is something that has to be paid for whether or not it is bought. If you buy 
it, you pay for it in dollars. If you don't buy it, your son may have to pay for it by giving 
up his ambitions for a college education ; or your daughter may be compelled to sacrifice her 
dreams of a home and 4 family of ber own because she has to support a widowed mother. 


Your Travelers ina life 
agent, oF specialist musurance 
bevker, at planning programs. 


Company, The Travelers Fire lnsursmce 
» Raciee E> Camnaeieet, Coming So Saree 


ance public in the United States ance 1864 and in Canada since 1865. 


TRAVELERS TRIES !T—Square-span word grouping is tested in this Saturday Evening 
Post page, in which Travelers Insurance Co. asks readers to tell which copy style is 
easier to read. 


destroyed.” 

The agency, he explained, has 
spent more than a year developing 
and testing the program, which is 
as entertaining as it is factual. Mr. 
Roy believes that its development 
mars the first time an advertis- 
ing agency has stepped out of its 
accepted role of selling the pro- 
ducts of American industry, to one 
of selling the American economic 
system. 

“Many people in this country,” 
he declared, “feel that unless a 
better understanding is developed 
of the values and responsibilities 
in our American way of life, we 
all may encounter difficulties in 
maintaining our liberties in the 
future. 

“Millions of people in other 
countries of the world are work- 
ing and living under a system that 
is diametrically opposed to our 
way of life. For that reason alone, 
we must make an effort to under- 
stand the system under which we 
live and make a living... 

“That is why we are undertak- 
ing this program. It is not an at- 
tempt to change an individual’s 
politics or his right to think as he 
pleases.” 


mw The agency encourages use of 
the program by any group. Mr. 
Roy said that an effort will made 
to seek others to come out as sales- 
men in “this greatest of all chal- 
lenges—that of selling economic 
freedom as an inseparable part of 
all freedoms.” 

“We believe,” said Mr. Roy, “we 
have come up with the best public 
answer to industrial and public 
relations training on the American 
way for both small businesses and 
largest of corporations. Our meth- 
ods, our philosophy, and our me- 
dium have been tested and re- 
tested to provide an inexpensive, 
penetrating, and yet interesting 
presentation of this program. 

“We are going to make it pos- 
sible for firms with only a few 
hundred dollars to spend annually 
on this type of project to enjoy the 
same program that will be used by 
some of the largest corporations in 
America.” 

Narration of each film will be 


.| given by a prominent radio per- 


sonality. 

At the outset, Ross Roy Inc. will 
promote the film series only 
through direct mail, but plans 


later to use both newspaper and 


magazine space. A personal sales 
effort will be made at the meeting 
of the Association of Industrial 
Training in Chicago in- March. 


Pushes Ice Cream Mixes 


Interstate Creamery Inc., New 
Castle, Pa., manufacturer of ice 
cream mixes for the trade, has an- 
nounced plans for a new advertis- 
ing and promotion campaign. A 
new trademark figure, the Food 
’n’ Tasty Mix-en, will appear on 
all promotion material. Posters, 
direct mail and point of sale dis- 
plays for dealers will be used. 
This will be supplemented by a 
business paper schedule. Cava- 


naugh Morris Advertising, Pitts- | 


burgh, a division of Advertising 
Agency Associates, Chicago, is the 
agency. 


JWT Appoints John Hasty 


John E. Hasty has been named 
head of a copy group for J. Walter 
Thompson Co., San Francisco. 
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Aldens Buys Video 
Show to Check TV 
Viewer Response 


Cuicaco—Aldens Inc., Chicago 
mail order house, has purchased 
a half-hour weekly television show 
on Station WENR-TV here. 

“Square Dance Time,” a Satur- 
day night program (8-8:30 p. m.), 
will be telecast for eight weeks 
Object is to find out how many 
viewers can be persuaded to re. 
quest a copy of Alden’s catalog, 

The program will be built 
around a western dude ranch and 
will feature a square dance jp. 
struction class. Viewers will be 
invited to have a party at home 
and square dance with the dancers 
on the show. 

In addition, Chicago models will] 
show the latest fashions, and a 
guest star from radio, stage or the 
movies will appear each week. 


ws The new video experiment is 
Aldens’ second television test. In 
1944, the company sponsored a 
fashion show over Station WABD, 
New York, for the purpose of 
building prestige. 

Although only 5,000 TV sets 
were being used at the time in 
the area, officials say that the 
programs were “very worth while, 
and opened up an avenue of future 
promotion.” 

“Square Dance Time” is pro- 
duced by George F. Koehnke Inc., 
Chicago agency. If it is successful, 
the show probably will be tele- 
cast on a network basis. 


Broadcasters Elect Tatum 

Don B. Tatum, vice-president 
and general counsel of the Don 
Lee Broadcasting System, has been 
elected president of the California 
State Broadcasters Association. 
William Smullin, president of 
KIEM, Eureka, and Merle Jones, 
manager of KNX, Los Angeles, 
and general manager of Columbia 
Pacific Network, have been named 
vice-presidents. Paul Bartlett, pres- 
ident of KFRE, Fresno, and owner 
of KERO, Bakersfield, has been 
reelected secretary-treasurer. 


COVERS OAKLAND, 
CALIFORNIA AT 
LOWEST COST 
PER 1,000 


Represented nation- 
ally by Burn-Smith 


o., Inc. 


Railroads, ports, state bodies, cities, 
municipalities, and all industrial ad- 
vertisers interested in promoting in- 
dustrial locations in any part of the 
country will find new marketing op- 
portunities in the newly established 
“Industrial Location Section” to ap- 
pear regularly in Traffic World. 

This regular industrial location fea- 
ture will be the only one of its kind 
published presenting originally staff- 


written material—feature articles and 
news—on industrial location develop- 
ments, industrial location advantages, 
industrial location literature, indus- 
trial location appointments, etc. The 
section will be well illustrated with 
charts, graphs and photographs. 
Without obligation to you, let us 
send you complete data and copies of 
issues of Traffic World containing this 
section, together with a four page 
folder containing complete details. 


CHICAGO 


418 S. Market St. 
Wabash 2-2882 


NEW YORK 
122 E. 42nd St. 
Oregon 9-3188 


WASHINGTON, D. C. 


815 Washington Bidg. 
Sterling 7325 
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TARTAN’S—Karen Lewis holds a bottle 
of the Tartan suntan lotion which her 
picture—in magazine ads this summer— 
will help sell for McKesson & Robbins. 


McKesson Readies 
Tartan Sun Lotion 
Summer Ad Drive 


New YorkK—Featuring the not 
inconsiderable charms of “South 
Pacific’ beauty Karen Lewis in 
its full-color ads, McKesson & 
Robbins this summer will take 
space in June and July issues of 
seven magazines to promote Tartan 
sun tan lotion. 

A full-scale promotion is already 
under way in Florida for Tartan, 
which its maker claims to occupy 
top spot among sun tan lotions. 

McKesson will also use posters 
i metropolitan New York and 

hicago this summer, radio and 
TV spots, the WCBS Jack Sterling 
morning show in New Yorx,. and 
point of sale window displays na- 
tionally. 

The magazine list includes Col- 
lier’s, Cosmopolitan, Good House- 
keeping, Look, Redbook and The 
Saturday Evening Post. 

In addition, McKesson & Rob- 
bins has a tie-in with Bates Fabrics 
and designer Frances Sider. In re- 
turn for credit in Tartan advertis- 
ing, Bates ads in Harper’s Bazaar 
and Seventeen will highlight Tar- 
lan lotion, and Tartan bathing 
suits and sun clothes designed by 
Miss Sider. ; 

J.D. Tarcher & Co. handles Tar- 
tan promotion. 


Yes Tissues Box 
Doctored for TV 


PHILADELPHIA—Personal Prod- 
ucts Corp. recently manufactured 
1,000 boxes of Yes tissues with the 
imprinted warning, “This package 
a television use only. Not for re- 
sale,” 

The boxes were special telegenic 
packages designed for TV by N. 
W. Ayer & Son, agency for Per- 
sonal Products. The company is 
using them in spots on “The Tele- 
hone Game” and “Cavalcade of 
tars” in New York and other 
cities, 

When actors in Yes commercials 
refer to “the aquamarine box with 
the little white spots,” they act- 
ually are handling a medium gray 
box with larger white dots. On 
TV, the regular package looks like 
a plain gray box without lettering 
or dots. 


To Russell, Harris & Wood 


Mohawk Petroleum Corp., San 
Tancisco, has named Russell, Har- 
tis & Wood, San Francisco, to di- 
Tect its advertising. Radio and 
newspapers will be used. 


EX Appoints Rossman 


Wally Rossman, for five years 
with the commercial department of 


Station KALE, Portland, Ore., has 
een named an account executive 
of Station KEX, Portland. 


Apex Budget Up 50%; New Magazines on List 


CLEVELAND—Expanding its con- 
sumer advertising, Apex Electrical 
Mfg. Co. for the first time will 
use magazines outside the shelter 
field this spring. Apex makes 
ironers, washers, vacuum cleaners, 
dishwashers and dryers. 

A two-color spread in a March 
issue of Life, Apex says, will start 
the drive, which is reported at 
least 50% larger than any in re- 
cent years. 

Other page ads in full color will 
appear in The American Weekly, 
Good Housekeeping, Parade and 
Sunday newspapers in key cities, 
according to Frank S. Ryan, ad- 
vertising and sales promotion di- 
rector. He said that Electrical Mer- 
chandising and Retailing Daily will 


be used to reach retailers, and that 
a variety of point of sale and di- 
rect mail material has been pre- 
pared. 

Meldrum & Fewsmith here is 
the agency. 


‘Server’ Names Rice 

James N. Rice, formerly in the 
New York office of Western News- 
paper Union, has been named east- 
ern manager of Server, New York, 
national beverage industry publi- 
cation. 


Andrews Surveys Names Two 
I. Tabor has joined Andrews 
Surveys, New York, as an asso- 
ciate in charge of new business. 
Vera Rivkin has been made resi- 
dent director in Philadelphia. 


Nu-Enamel Plans Record 
Newspaper Campaign 


Nu-Enamel Corp., Chicago, last 
week announced plans for the big- 
gest newspaper ad campaign in 
the company’s history. Some TV 
and radio spot commercials may 
also be used to boost a complete 
line of quality paints. 

The campaign, which begins in 
a few days, will be held in 20 ma- 
jor markets from coast to coast, 
said Earl Sproul of Schwimmer & 
Scott, agency for Nu-Enamel. 
Plans for the Nu-Enamel cam- 
paign developed after test cam- 
paigns in various major markets 
had been held. 


Appoints Phil Gilstrap 


Phil Gilstrap, formerly Pacific 
Coast manager of Ward-Griffith 
Co., has been named retail adver- 
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tising manager of the Oregon 
Statesman, Salem, effective April 
1. Bill St. Sure will succeed him 
at Ward-Griffith. 


ORTHWEST 


EWS FLASHES 


Reto! Lumber, Building Materals 
ond Cool Deoler Publications 


IOWA 
NEWS FLASHES 


@ 4200 Deolers Serving 
@ 10 million persons 

@ 3 million form population 

Blanket coverage lows, Minne- 

tote, North and South Dakoto, 

Montana, Wyoming, Wisconsin. 

1013 Fourth Ave. Se., Minneapolis 4, Minn. 


NEW ORLEANS * 


Ever dream about a magazine ad that rated 100% for “Noted”— 
“Seen Associated”—“Read Most”? Ever dream about a show 
that had a 100% Hooper rating? Pinch yourself. 

Wake up to advertising that has both a sky-high “Starch” and a 
sky-high “Hooper”— advertising that sells both through the eye and 
through the ear—Spot Movie ads in theatres. 


Spot Movie ads command virtually 100% attention of the eyes 
and ears of the movie audience because they are like a short feature 
in the theatre’s regular program. By sight, sound, action, 
in color or black and white, they demonstrate your product — 
dramatize its advantages to a relaxed, receptive audience — 
at a low average cost per thousand movie goers. 


Get all the facts about Spot Movie ads in theatres. 
Find out why such advertisers as General Electric, Westinghouse, 
Ford, National Biscuit Company are using this medium. 
Phone or write Movie Advertising Bureau today. 


NATIONAL OFFICES 


KANSAS CITY e 


‘ising Bureau 


CLEVELAND ‘ 


SAN FRANCISCO 
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RADIO AUDIENCE 


is important 
in Winter as well as Summer 


The Second Report on OUT-OF-HOME 
radio listening in New York, just released, 
clearly establishes the stability of the OUT- 
OF-HOME audience. It was almost as large 
in November, when this study was conducted, 
as it was in August, the period covered in 
The First Report. 

The constancy of this audience, as well 
as its vast size—one out of every two New 
York families had members listening to the 
radio OUT-OF-HOME daily in November — 
further emphasizes the common sense of 
radio’s counting its entire house, AT-HOME 
and OUT-OF-HOME listeners. 

The Second Report makes this TOTAL 
count a practical reality. For the first time 
ratings are now available for OUT-OF- 
HOME listening by %-hours from 6 a.m. to 


12 midnight, exactly as in the standard 


monthly AT-HOME rating studies. These 
OUT-OF-HOME figures can legitimately be 
combined with the AT-HOME ratings to 
determine the TOTAL radio audience by 
stations for any %-hour. Both surveys are by 
PULSE, conducted simultaneously and using 
the same sample. 

There are vital facts for radio time 
buyers and advertisers in The Second Report. 
OUT-OF-HOME listening habits do not 
always conform with AT-HOME radio pref- 
erences. Certain times and certain programs 


are greatly enhanced in value, while others 


“benefit little. Every time period needs to be 


re-evaluated! 

A limited supply of ‘“‘The Second Report” 
is available. Write for it to WNEW, 565 
Fifth Avenue, New York 17, N. Y. Or ask 
a WNEW representative for a copy. 


Represented 
by John Blair & Co. 
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